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ABSTRACT
The current state of literature surrounding the business-to-business (BTB) exchange in
the meetings, incentives, conventions, and events (MICE) industry is limited. Likewise, the
manner in which meeting planners forge their intentions to repurchase was unknown until the
present study was conducted. The following research focused on the role of the hotel convention
service manager (CSM) in the BTB exchange with the meeting planner to understand the role
they play in the meeting planner’s decision to repurchase.
Since hotel CSMs have not been assessed in previous literature, one of the major
contributions of this study was that it established a set of functional competencies on which to
evaluate hotel CSM performance in on-the-job tasks. The current study also introduced an
emotional competence evaluation by means of asking meeting planners to evaluate hotel CSMs
on well-being, emotionality, self control and sociability, in the face of client interaction. It was
found that both forms of competency performance significantly contribute to the planner’s
perceptions of relationship quality.
The current state of the literature was also ambiguous surrounding relationship quality in
the BTB exchange. It was well established that relationship quality was most commonly
composed of at least two dimensions: trust and commitment. However, because this study
investigated the BTB exchange in an individual-individual context, likability was added as a new
dimension of relationship quality. The second order factor structure of relationship quality was
confirmed, and post-hoc tests revealed that a meeting planner’s perceptions of emotional and
functional competence in the exchange, appears to hinge on the quality of that relationship, when
the meeting planner is evaluating their intentions to repurchase with the property and the hotel
CSM. In fact, repeat purchase intentions with the hotel CSM were found to supersede intentions
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with the property, thereby establishing hotel CSMs as directors of repeat business for their
respective employer (property).
To accomplish this study’s objectives, a mixed-mode methodology was employed.
Qualitative analysis was conducted after collecting data via semi-structured interviews and focus
groups to establish the functional competencies of hotel CSMs and create a generic scale for
assessing those competencies. Quantitative analysis was preceded by a survey composed of five
sections: functional competence, emotional competence, relationship quality, repeat purchase
intention, and demographics. Data was collected from meeting planners, which resulted in a
usable sample of 324 responses. Exploratory factor analysis was conducted on functional
competence to understand its underlying latent structure. A robust reliability analysis and a priori
testing was employed prior to conducing confirmatory factor analyses, which were followed by
structural equation modeling to test the proposed theoretical model.
The results showed the following. Functional and emotional competence were positively
related to relationship quality, respectively. The second order factor structure of relationship
quality was established, composed of the following first order factors: trust, commitment, and
likability. Finally, perceived relationship quality is positively related to repeat purchase intention
with the property and with the hotel CSM. The study offered a number of theoretical and
practical implications, and limitations and directions for future research were also discussed in
the final chapter.
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CHAPTER 1: INTRODUCTION
This study investigated the relationship between the hotel convention service manager
(CSM) and the meeting planner in the meetings, incentives, conventions, and events (MICE)
industry. First, the nature of the relationship between the hotel CSM and the meeting planner was
considered. Second, the research examines how hotel CSM performance impacted the quality of
the relationship with the meeting planner. Third, the direct correlation(s) between the meeting
planner’s perception of the hotel CSM’s competency performance, the meeting planner’s
perceived quality of the relationship with the hotel CSM, and the meeting planner’s intent to
repurchase with the hotel CSM were analyzed. The first chapter explores the background of the
MICE industry and its contribution to gross domestic product (GDP) in the United States. It also
presents the research problem and questions, addresses the significance of this study, and defines
key terms.

Background
The MICE industry is currently one of the largest contributors to GDP in the United
States, worth roughly $115 billion directly, and $393 billion when combined with indirect and
induced effects of the meetings industry. More specifically, the MICE industry has generated
$280 billion in direct spending to the U.S. economy, supported 1.78 million jobs, $28 billion in
federal, state and local tax revenue, and $66.8 billion in domestic labor income. (Convention
Industry Council, 2010a).
Moreover, the number and type of meetings and conferences responds to economic and
technological changes. In 2014, 66% of meeting professionals predicted an increase in virtual
meetings, and 53% of meeting professionals predicted an increase in face-to-face meetings.
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However, in 2015, 60% of meeting professionals predicted an increase in face-to-face meetings,
and only 56% of meeting professionals predicted an increase in virtual meetings (Pofeldt,
2015a). While the shift from 2014 to 2015 was marginal, it implies that the industry is trending
toward a higher demand for face-to-face meetings, which changes the business landscape in
which meetings are conducted, as more face-to-face meetings means a growing need for venues.
If demand for venues is on the rise, it’s plausible to consider that there is a need for service
providers to become more innovative in the way that they service their clients, especially if they
hope to remain competitive. The clients of hotel CSMs, as referenced in this study, are meeting
planners. According to the Convention Industry Council (CIC) accepted practices and exchange
industry glossary, a planner is:
“[A] person whose job it is to oversee and arrange every aspect of an event.
Person can be an employee of or hired ad hoc by companies, associations and
other organizations to plan, organize, implement, and control meetings,
conventions, and other events” (Convention Industry Council, 2010d).
According to Meeting Professionals International’s (MPI) Meetings Outlook Spring 2015
edition, “those who [have] entered into the industry since the start of the recession need to learn
about and understand the various other ways the business landscape operates” (Pofeldt, 2015a, p.
2-3), implying that service providers would be best suited by implementing a more strategic
approach toward improving client relationships.
Greater economic stimulation has also increased the need for more meetings, thereby
shifting the MICE market from a buyers market to a sellers market (Pofeldt, 2014c), specifically
in hotels. Since “an emerging sellers market for hotels is making the lives of many planners more
complicated”, meeting planners have begun to rely on, and leverage, their existing relationships
2

with hotels in order to overcome competition for meeting space (Pofeldt, 2015b, p. 2). As such,
meeting planners are beginning to extend their lead times in order to secure a greater number of
bids that fit within their budgetary requirements. As of the Fall 2014 edition of MPI Meeting’s
Outlook, 53% of meeting planners predicted a budget increase, 14% predicted a budget decrease,
while 33% predicted no change in their budget (Pofeldt, 2014c). Moreover, “the client is seeking
to spend 50% less than the previous year, but wants the same outcome [and are] opting for
lower-end hotels within a brand they’ve used before” (Pofeldt, 2014d, p.3). These findings have
significant implications for suppliers in the industry, like convention hotels, who wish to retain
their long-term clients, and ultimately mitigate the switching costs of a meeting planner selecting
an alternative supplier on the basis of budgetary restrictions. Assisting meeting planners to
stretch their budgets is just one way that service providers within the hotel, like CSMs, can
provide greater value. Therefore, it is plausible to consider that, if a hotel CSM is not able to help
their client stretch their budget, the property may fail to retain the business.
Many of the properties that service meeting planners are referred to as convention hotels.
For purposes of this study, convention hotels can be defined as hotels that can accommodate
large group business, where the space provided to service meetings and events (i.e. function
space) is substantial (McIlwraith, 2009). Within the hotel, the CSM is the individual responsible
for executing contracted services with group business (i.e. meeting planners) (Astroff & Abbey,
2011). CSMs have a wide array of responsibilities within the hotel related to servicing group
business, including, but not limited to, the following:
Assists in planning and execution of the convention/conference;
Serves as primary contact for the client on behalf of the hotel;
Oversees group functions and activities;
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Coordinates internal communication for the group; and
Assists in budgeting and forecasting for group business (Astroff & Abbey, 2011).
The specific functional competencies needed for a hotel CSM to perform the
aforementioned responsibilities have yet to be established in the literature, and was therefore one
of this study’s primary objectives. Moreover, it should be noted that the title Convention Service
Manager is not synonymous across all hotels that service meeting planners. The titles can range
from Conference Coordinator to Event Manager, depending on the property, but many CSMs are
employed at hotels that are classified as Convention Hotels (Astroff & Abbey, 2011).
It is also important to highlight the fact that that hotel CSMs are different than hotel
salespeople with regard to the operational duties they are required to perform within the hotel.
Hotel salespeople are primarily responsible for prospecting meeting planners, and negotiating
terms of the contract on behalf of the property, prior to the contract being signed (Lee &
Hiemstra, 2001). Depending on the procedures of the property, the hotel CSM may be introduced
to the meeting planner either before or after contracting. Lutz (2011) asserts that, “account
turnover (i.e. moving the account from Sales Director to CSM) can create negative first
impressions” (p. 3). Moreover, a lot of how the planner perceives that turnover is based on
whether or not they trust the CSM, which can be impacted by whether the hotel CSM is
positively or negatively communicating the abilities and/or capacities of the property (Lutz,
2011). For example, if the planner requested to paint the walls in one of the banquet rooms a
different color, but the property considers doing as damaging to the property, it would likely be
worse for the hotel CSM to only communicate that the property could not fulfill that request,
rather than working to come up with a creative solution to be able to facilitate it. One unique
solution could be, perhaps, that for an additional fee, the planner can paint the walls a different
4

color, as long as they repaint them back to the original color when the program is complete. In
this instance, the hotel CSM’s knowledge of hotel standard operating procedures would be
essential so that they could communicate with the appropriate department personnel within the
hotel to circumnavigate the hotel standards and fulfill the planner’s request. In addition, the
hotel CSM would need to be creative/inventive, to some extent, to be able to come up with
unique solutions to meet the planner’s needs.

Problem Statement
To date, the literature has not firmly established the functional competencies (FC) of
convention industry service providers, like hotel CSMs, related to job performance in technical
areas. This study defines FC’s as the knowledge, skills, and abilities (KSAs) that are critical to
performing or executing specific responsibilities assigned on, or as part of, the position. The
hospitality literature has readily established the FCs of front-line employees in lodging and/or
restaurant sectors of the hospitality industry (Chung, 2000; Chung-Herrera, 2003; Tesone &
Ricci, 2009; Bharwani & Jauhari, 2013), and to some extent managers in those segments (Tas,
1988; Agut, Grau, & Peiró, 2003; Çizel, Anafarta, & Sarvan, 2007; Jeou-Shyan, Hsuan, ChihHsing, Lin, & Chang-Yen, 2011; Testa & Sipe, 2012). This study contends that not all FCs for
client-facing employees in the hospitality industry are synonymous across all segment types (i.e.
lodging, restaurants, MICE, etc.). This is especially true for MICE industry client-facing
employees because the nature of the relational exchange between the buyer and the service
provider is different.
The exchange in a services context, like the hospitality and MICE industries, is
characterized as relational (Brigss & Grissaffe, 2010), and is rooted in social exchange theory
5

(SET), which means that the parties enter into an a relationship in hopes that it will be rewarding
(Blau, 1964). This study suggests that the relational exchange in many segments of the
hospitality industry (i.e. restaurant and/or lodging sectors) is a business-to-consumer (BTC)
exchange where the buyer is an individual consumer making a purchase for personal
consumption. In the MICE industry, this study puts forward that the relational exchange is a
business-to-business (BTB) exchange where the buyer is a client who is making a purchase on
behalf of their organization, or group.
The distinction between a BTC and BTB relational exchange in a services context is
grounded in the way that the relationship develops between the buyer and the seller (Briggs &
Grisaffe, 2010). In a BTC exchange, the service encounter between the buyer and the seller may
be limited to a single effort or interaction (Jayawardhena, Souchon, Farrell, & Glanville, 2007).
In a BTB exchange, the relationship has been shown to develop over a series of successful
service encounters that enables a closer connection between the buyer and the seller to be
established (Jayawardhena et al., 2007). Moreover, there is frequently a contractual agreement
between the buyer and the seller in BTB exchanges (Lambe, Wittmann, & Spekman, 2001). Not
only does this mean that the organizations involved in the contract are seeking economic value
from the relationship, but that the relationship between the individuals who are responsible for
carrying out the contract on behalf of each organization (i.e. the meeting planner and the hotel
CSM) is characterized as long-term (Briggs & Grissaffe, 2010). Therefore, this study put forth
that, due to the nature of the difference between BTB and BTC exchanges, the competencies
needed for a client-facing employee in the MICE industry, like a hotel CSM (BTB), to perform
the tasks as outlined as part of their job description are likely different from the competencies
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needed for a client-facing employee in the restaurant and/or lodging sectors of the hospitality
industry (BTC).
Hotel CSMs were selected as the unit of analysis for this study because they maintain a
high volume and frequency of interaction with meeting planners (Astroff & Abbey, 2011). While
there has been some evidence describing the general roles and job responsibilities of hotel CSMs
in the literature (McCabe & Weeks, 2008; Astroff & Abbey, 2011), the descriptions are broad in
scope and do not address the specific competencies needed to perform their job responsibilities
well. The literature points to the fact that CSMs should be skilled in problem solving and
communication, and suggests that they should “[have] the authority to get the job done and get it
done fast” (Astroff & Abbey, 2011, p. 330). This implies that not only does a CSM need to
competently perform the tasks as outlined as part of their job description, but they also need to be
able to execute some level of authority when presented with challenges on-the-job. Thus, it
conceivable that the inability of a hotel CSM to competently perform in such a fashion could
ultimately result in lost business for the property at which they are employed.
Since “the CSM is the single most important communication link between the meeting
planner and the hotel” (Astroff & Abbey, 2011, p. 328), and the CSM is viewed as critical to
making the event a success (Dvorak, 2013), this study put forth that the hotel CSM serves as the
director of repeat business for the property with regard to group business, and is therefore a
critical component in the meeting planner’s decision to repurchase. Van Dyke (2013) asserts that
the hotel “CSM should be a trusted friend and advisor [as they are the] liaison to the venue staff
[which is] a key factor in the success of [a] conference and, ultimately, the person [that a
planner] is most likely to work with on future events” (para. 4). This point further suggests that a
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meeting planner’s relationship with the hotel CSM is likely a critical factor when they decide to
book their next meeting at the property where the CSM is employed.
Although performance in FC areas is likely to be important to the meeting planner, it may
not be enough to sustain that relationship alone. Previous literature has established that emotional
competence (EC) is also an important aspect of service delivery in client-facing industries
(Giardini & Frese, 2008; Delcourt, Gremler, van Riel, & van Birgelen, 2013), particularly in
industrial-organizational psychology and in services marketing streams of literature. For
purposes of this study, EC refers to the ability to regulate, manage, and perceive emotion
(Delcourt et al., 2013) in the face of client interaction (Giardini & Frese, 2008). As such, EC is
an important competency area to consider when examining client perceptions of relationship
quality; especially because it has been shown to assist in generating repeat business (Delcourt et
al., 2013).
Since the nature of customer service is not a tangible product, employees in the
hospitality industry are often required to exhibit a high level of emotional engagement on the job
when interacting with their clients (Prentice & King, 2011). This level of emotional engagement
can either help or hinder the quality of the relationship with clients, depending on how well the
client-facing employee is not only able to manage and regulate their own emotions, but is also
able to perceive the emotions of their clients in the exchange. It has been established that an
exchange develops out of a series of service encounters (Gutek, Bhappu, Liao-Troth, & Cherry
1999), but to date, the literature has only addressed the role of emotions in BTC service
encounters, particularly with regard to the relationship between emotions, service quality, and
customer loyalty (Liljander & Strandvik, 1997; Mattila & Enz, 2002; Grandey, Fisk, Mattila,
Jansen, & Sideman, 2005). Thus, it is not known if the same remains true in BTB encounters,
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especially in the MICE industry. This study maintained that the hotel CSM’s ability to execute
high levels of EC, in combination with high FC performance in the exchange, are likely to be
critical to sustaining long-term relationships with meeting planner clients.
Long-term relationships are established over a series of successful exchanges (Gutek et
al., 1999), and in order for the relationship to be sustained over a period of time, the relationship
would need to be perceived as worthwhile to maintain. Much of the literature that has
investigated meeting planners’ perceptions of service providers in the MICE industry has
focused solely on their satisfaction levels with providers like DMOs (Choi & Boeger, 2000;
Weber, 2001b; Baglou & Love, 2005; Yoo & Weber, 2005, Wang & Fesenmaier, 2006; Wang,
2008), rather than on relationship quality. Moreover, to date, there has been no research to
investigate meeting planners’ perceptions of relationship quality with the hotel CSM. For
purposes of this study, perceptions of relationship quality are deeply rooted in trust and
commitment (Morgan & Hunt, 1994), and affect (or likability) (Liden & Maslyn, 1998; Guenzi
& Pelloni, 2004). Trust ensures that the exchange remains reliable, and commitment implies that
both parties are willing to work through any functional conflict to maintain the quality of the
relationship (Morgan & Hunt, 1994), but the literature is absent of testing likeability as an
indicator of perceived relationship quality. While interpersonal-related factors like friendship
(Butcher, Sparks & O’Callaghan, 2001) and likability have been explored between sales people
and their clients (Guenzi & Pelloni, 2004), little is known as to whether or not likability will
influence a client’s perceptions of relationship quality with the individuals who service them.
The services marketing literature has established that it is the client facing employees who have a
significant amount of impact on the quality of the relationship between the firm and the client
(Guenzi & Pelloni, 2004), so it was plausible to consider that a meeting planner’s liking of their
9

hotel CSM could influence their perception of the relationship, and ultimately influence their
intentions to repurchase.
It has been established that, in a services context where the end product to the client is not
tangible, the client’s perception of the relational exchange with their supplier is relative to the
perceived level of risk prior to making the decision to repurchase (Barduskaite, 2014).
Repurchase intention is considered one form of loyalty, and it is relatively underexplored in BTB
exchanges in a services context (Jayawardhena et al., 2007; Barduskaite, 2014), and the MICE
industry. Moreover, it should be noted that actual loyalty can be difficult to measure because it
would require either testing or observing customers’ actual purchasing behavior (Weber, 2001b).
Such measures do no allow the researcher to uncover whether or not the purchase was the result
of the situation, or out of habit or need (Geçti & Zengin, 2013). As a result, behavioral intentions
to purchase, or repurchase, have been used as effective indicators of loyalty (Bennet et al., 2005;
Rayruen & Miller, 2007; Huang et al., 2008; Geçti & Zengin, 2013), in place of actual loyalty
measures, and this study follows the same logic.
Much of the literature surrounding behavioral intentions in a BTB context points to
Oliver’s (1999) cognition-affect-conation pattern to uncover how a buyer becomes loyal to their
supplier (Barduskaite, 2014). However, the literature regarding behavioral intentions in the
MICE industry has primarily investigated BTC exchanges between the meeting planner and their
attendees, and/or their exhibitors, intentions to repurchase or revisit the convention (Opperman &
Chon, 1997; Rittichainuwat, Beck, & Lalopa, 2001; Zhang & Qu, 2007; Severt, Wang, Chen, &
Breiter, 2007; Tanford, Montgomery, & Nelson, 2012). As such, little is known about the
meeting planner’s intentions to repurchase with their suppliers, and the constructs that forge their
attitudes. While the literature is not consistent with regard to the operationalization of loyalty in a
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services context (Jayawardhena et al., 2007; Barduskaite, 2014), there are relatively three widely
accepted forms of loyalty, each having to do with the psychological process that the buyer
undergoes when making the decision to repurchase and remain with a supplier: attitudinal,
behavioral, and cognitive loyalty (Barduskaite, 2014).
Attitudinal loyalty is rooted in the buyer’s commitment, or psychological attachment (i.e.
affect), to their supplier (Ruayruen & Miller, 2007; Briggs, Landry, & Daugherty, 2007).
Behavioral loyalty is rooted in the buyer’s tendency, and intention, to repurchase and to maintain
the relationship with their supplier (Bennet et al., 2005; Rayruen & Miller, 2007; Huang et al.,
2008). According to Barduskaite (2014), “the behavioral definition of customer loyalty is more
practical and useful because behaviors can be observed, where attitudes have to be measured by
surveys [but] attitudinal loyalty [tends] to drive positive behaviors” (p. 39), implying that both
forms of loyalty are converged in sequence, where attitudinal loyalty drives behavioral loyalty
Geçti & Zengin, 2013). Cognitive loyalty refers to the reduction of switching behavior, and
occurs when the buyer no longer looks to alternative suppliers to purchase from (Taylor &
Hunter, 2003), and follows behavioral loyalty. It is during the conative loyalty phase where the
customer begins thinking about making the purchase, and it is forged via the buyer’s positive
affect (or likability) toward the supplier (Barduskaite, 2014). The inertia generated during
conation ultimately thwarts action loyalty, which is when the motivation turns into the actual
intention to repurchase (Oliver, 1999; Olsen, 2002), therefore the current study will examine
repeat purchase intention as behavioral loyalty.
Furthermore, since it has been established that motivation to form a purchase intention is
forged by a series of positive encounters, and liking toward the supplier or the brand (Oliver,
1999), and likability toward a supplier is influenced by, or develops out of, a series of successful
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service encounters through knowing that their supplier can perform well based on past
experiences or other sources of information (Barduskaite, 2014), this study put forth that
likability is likely an indicator of the buyer’s perception of the relationship, and therefore serves
as an antecedent to repeat purchase intention in the BTB exchange. Additionally, little is known
as to whether or not loyalty to person (i.e. loyalty to the service employee within the firm)
influences the client’s repurchase intentions toward the firm, in a BTB exchange. Since the focus
of this study is oriented toward meeting planners’ perceptions of hotel CSM performance and the
relational exchange at the employee level, this study maintained that a meeting planner may in
fact become loyal to the employee (i.e. the hotel CSM) over the firm (i.e. the Convention Hotel),
when forging their intentions to repurchase/rebook with the venue, and will therefore be
investigated as part of this study’s objectives.

Purpose of Study
The purpose of this study was to investigate how hotel CSM competency performance
(functional and emotional) influences a meeting planner’s perception of relationship quality with
the CSM, and ultimately their intention to repurchase/rebook at the property where the hotel
CSM was employed at the last time of service based on those perceptions. This study also
considered loyalty to person, over loyalty to firm, as part of the analysis to determine if the
aforementioned antecedents contribute more incrementally to a meeting planner’s switching
behavior. Based on the purpose of study, the research objectives of this study are as follows:
1. To identify the functional competencies of hotel CSMs;
2. To examine the correlation between a meeting planner’s perceptions of hotel CSM
functional and emotional competencies and their perceptions of relationship quality;
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3. To examine likability, trust, and commitment, as indicators of a meeting planner’s
perceived relationship quality with the hotel CSM.
4. To examine the correlation between a meeting planner’s perception of relationship
quality and their intention to repurchase/rebook at the same property where the CSM
was employed at the time of the exchange, regardless if the CSM is still employed at
that property.
5. To examine the correlation between a meeting planner’s perception of relationship
quality and their intention to follow the hotel CSM to another property.
Based on the purpose of study and the research objectives, the following research
questions were formulated:
1. What are the functional competencies of hotel CSMs?
2. Do meeting planners’ perceptions of hotel CSM functional competencies predict their
perceptions of relationship quality with the hotel CSM?
3. Do meeting planners’ perceptions of hotel CSM emotional competencies predict their
perceptions of relationship quality with the hotel CSM?
4. Is likability an indicator of a meeting planner’s perceived relationship quality with the
hotel CSM?
5. Is trust an indicator of a meeting planner’s perceived relationship quality with the
hotel CSM?
6. Is commitment an indicator of a meeting planner’s perceived relationship quality with
the hotel CSM?
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7. Do meeting planners’ perceptions of relationship quality predict their intention to
repurchase/rebook at the same property where the hotel CSM was employed at the
time of the exchange?
8. If the hotel CSM is employed at a different property, do meeting planners’
perceptions of relationship quality predict their intentions to follow the hotel CSM to
another property?

Significance of Study
The major contribution of this study is that it was the first to firmly establish the
functional competencies of hotel CSMs in the literature. Moreover, since the employee’s level of
emotional engagement (Prentice & King, 2011) has been shown in BTC exchanges to be an
important factor of guest interaction and service quality (Bardzil & Slaski, 2003; Prentice &
King, 2011; Bharwani & Jauhari, 2013) in terms of how it impacts customer loyalty (Kernbach
& Schutte, 2005; Giardini & Frese, 2009; Delcourt et al., 2012), this study will also be among
the first to test EC (Petrides, 2009) as an antecedent to relationship quality, along with functional
competency performance, in a BTB exchange and in the convention literature.
There is a call for more BTB research in a services context because it is considered to be
lagging behind BTC research in the same regard (Barduskaite, 2014). Moreover, much of the
existing BTB research is orientated toward manufacturing industries (Morgan & Hunt, 1994;
Lam, Shankar, Erramilli, & Murthy, 2004; Barduskaite, 2014), leaving a gap for BTB research in
a services context. “It is clear that some organizations, by nature or by strategy, normatively seek
longer term partnerships with preferred suppliers” (Briggs & Grisaffe, 2010, p. 48), especially
because the financial consequences of the relationship failing are significant for both parties
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(Lefaix-Durand & Kozak, 2009). For a Convention Hotel, long-term relationships are generally
viewed as more profitable because clients tend to spend more over time, increasing the client’s
lifetime value to the firm (Weber, 2001b). For the meeting planner, long-term relationships are
most desirable because there tends to be an increased switching cost of moving to another
supplier (Weber, 2001b). It is therefore plausible to consider that if the hotel CSM is not
functionally and emotionally competent, relationship failure could negatively impact the meeting
planner’s level of trust, commitment, and likability toward the hotel CSM, ultimately impacting
the firm negatively if the meeting planner were to switch venues for their next meeting on the
basis of their dislike and lack of trust and commitment toward the hotel CSM. Conversely, if the
hotel CSM is functionally and emotionally competent, such a success could positively impact the
meeting planner’s level of trust, commitment, and liability toward to the hotel CSM, and
ultimately impact the firm positively if the meeting planner were to rebook the venue for their
next meeting on the basis of their liking, trust, and commitment toward the hotel CSM. As such,
it is important to understand how hotel CSM functional and emotional competency performance
impacts the quality of the relationship, because it could likely determine the meeting planner’s
behavioral loyalty (i.e. intentions) not only to the hotel CSM, but also to the firm, via the
perceived quality of the relationship with the hotel CSM on the basis of trust, commitment, and
likability.
To date, there is no empirical research to evidence that hotel CSM competency
performance (functional and emotional) predicts the perceived quality of the relationship on the
basis of trust, commitment and likability. Moreover, the role of interpersonal-related factors such
as likability (Guenzi & Pelloni, 2004) as part of perceived relationship quality, and how
perceived relationship quality with that type of indicator predicts behavioral loyalty to the
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individual over the firm in a BTB exchange, are underexplored in the current context. This study
expands upon the work from Guenzi and Pelloni (2004) that explores how interpersonal-related
factors between the customer and the employee impact bhavioral loyalty, by adding likability as
a dimension of relationship quality in the exchange between the meeting planner and the hotel
CSM.
Finally, the current literature in the MICE industry lacks a theoretical foundation to
explain how a meeting planner’s perception of their relationship with the hotel CSM influences
their intention to rebook at the property where the CSM was employed at the time of the
exchange. By examining meeting planners’ perceptions of hotel CSM competency performance
(functional and emotional), their perceptions of relationship quality on the basis of trust,
commitment, likability, and their behavioral loyalty, the results of this study should provide
deeper insight into what drives a meeting planner’s intention to rebook or to switch on the basis
of their perceptions of the relational exchange with the hotel CSM. If it is found that a meeting
planner’s loyalty is stronger to the hotel CSM than to the property (i.e. a greater tendency to
switch on the basis of their perceptions), it could lend support that hotel CSMs serve as directors
of repeat business for a convention hotel. Consequently, this finding could also have significant
financial implications for the hotel that last hosted the BTB exchange. For example, if a meeting
planner chooses to follow a hotel CSM after they have left a property, the hotel at which the
CSM was previously employed would stand to lose a significant amount of revenue in future
years.

Definitions of Key Terms
Behavioral Loyalty: intentions to repurchase (Oliver, 1999; Olsen, 2001).
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Commitment: a resource that exists when one party believes that the relationship is necessary
to maintain with maximum effort, where a certain level of commitment implies that the
parties’ have a relational contract to work through functional conflict (Morgan & Hunt,
1994).
Convention Hotel: hotel that can accommodate large group business, where the space
provided to service meetings and events (i.e. function space) is substantial (McIlwraith,
2009).
Customer relationship management (CRM): the process of establishing and maintaining an
ongoing relationship with customers across multiple customer touch points (Bohling, 2006).
Emotional Competence (EC): construct derived from EI, as the core dimensions of both
constructs are similar (Giardini & Frese, 2006; Giardini & Frese, 2008). EC is composed of
knowledge, abilities, and traits, and were measured on the following dimensions: well-being,
self-control, emotionality, and sociability (Petrides, 2009).
Emotional Intelligence (EI): “ability to carry out accurate reasoning about emotions and the
ability to use emotions and emotional knowledge to enhance thought” (Mayer et al., 2008, p.
511).
Functional competence (FC): knowledge, skills, and abilities (KSAs) that are critical to
performing a job, or executing specific responsibilities assigned on the job.
Likability: “the mutual affection of members of the dyad have for each other based primarily
on interpersonal attraction rather than on work or professional values. Such affection may be
manifested in the desire for an/or occurrence of a relationship which has personally
rewarding components and outcomes” (i.e. a friendship) (Liden & Maslyn, 1998, p. 50).
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Relationship Quality: a higher-order construct composed of at least two dimensions:
commitment and trust (Morgan & Hunt, 1994), where the goal is to build a long-term
connection with profitable clients (Lee & Hiemstra, 2001).
Relational Exchange: “parties go beyond short-term transactional benefits and incorporate
behavioral factors such as trust and commitment” (Fruchter & Sigué, 2004, p. 142).
Repeat Purchase Intention: “deeply held commitment to rebuy or re-patronize a preferred
product/service consistently in the future” (Oliver, 1999, p. 36).
Service Encounter: “the moment of interaction between the customer and the firm” (Bitner et
al., 1990, p. 71).
Social Exchange Theory (SET): an exchange where parties enter into a relationship and are
dedicated to maintaining it in hopes that the relationship will be rewarding (Blau, 1964).
Trust: a resource that exists when one party has confidence in the other, where the exchange
between parties must also be reliable and maintain integrity (Morgan & Hunt, 1994).
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CHAPTER 2: LITERATURE REVIEW
This chapter begins with an explanation of functional competence in the hospitality
industry, followed by a discussion of the minimal research that currently addresses the
knowledge, skills, and abilities (KSAs) needed for professionals in the MICE industry. Then,
emotional competence, relationship quality, and loyalty are introduced and a discussion of the
theoretical foundation and application of each construct in a services context is provided. Finally,
the theoretical framework and the development of hypotheses for this study are presented.

Functional Competence
This study defines functional competencies as the knowledge, skills, and abilities (KSAs)
that are critical to performing a job, or executing specific responsibilities that are assigned on the
job. Previous literature in the hospitality industry, specifically hotels and restaurants, has
established that the performance of KSAs is deemed competent when an employee is able to
successfully complete specific tasks and the role attached to the position (Tas, 1988). The origin
of competencies in the hospitality industry can be credited to Tas (1988), who labeled employee
KSAs as professional competencies. The term professional competency refers to the factors that
contribute to success in the workplace (Jeou-Shyan et al., 2011) and previous literature has
asserted that such a framework allows for a more effective assessment of work performance
(Çizel et al., 2007), by dividing it into two inter-related dimensions: technical competency and
generic competency (Agut et al., 2003; Jeou-Shyan et al., 2011). Technical competence is
somewhat akin to the previously referenced concept of job competency in that it refers to the
specific KSAs that an employee needs to perform their assigned job responsibilities effectively
(Agut et al., 2003; Jeou-Shyan et al., 2011), and those skills are the direct reflection of proper
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training and experience (Luk & Layton, 2004). Generic competence is a reflection of an
employee’s individual characteristics and ability to adapt; generic competence includes the
ability to apply technical skills and knowledge, the ability to interact with people and handle
situations, and the ability to be proactive rather than reactive with respect to work-related
challenges (Agut et al., 2003).
Due to the fact that the literature surrounding competencies is primarily generalizable to
the front line employees and managers of hotels and/or restaurants, and because those employees
service customers in a BTC context, the competencies established in previous literature are not
entirely applicable to hotel CSMs. Moreover, since hotel CSMs service clients in a BTB context,
this study suggests that the functional competencies needed to service that client are likely to be
different, especially because there is a contractual relationship between parties (Lambe et al.,
2001).

Competencies for MICE Industry Professionals
To date, the MICE industry has established a set of KSAs called the Meeting and
Business Event Competency Standards (MBECS) that were developed “to establish a set of
globally recognized and accepted KSAs that would comprise a set of standard competencies
specifically for the meeting and business event segment of the industry” (Cecil, Fenich,
Krugman, & Hashimoto, 2013, p. 67). In the same vein, researchers, in collaboration with the
MPI Foundation, began to compare general project management to the management of events in
order to develop generalizable competency standards that could be applicable to all types of
MICE industry professionals, which was the premise under which the MBECS were later
developed (Cecil et al., 2013). The MBECS were designed to span across 12 domains in an
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attempt to address KSAs for all types of meeting professionals (i.e. meeting planners and the
vendors who service them). Those domains include: strategic planning, project management, risk
management, financial management, administration, human resources, stakeholder management,
meeting or event design, site management, marketing, professionalism, and communications
(Cecil et al. 2013). Those domains aligned with the domains that the Convention Industry
Council recognized as means of accrediting continuing education units and advancing the
professional development for all types of meeting professionals toward the Certified Meeting
Professional (CMP) designation.
The CMP domains were more recently revised by the CIC to accommodate a wider
audience of domestic and international meeting professionals, and is currently comprised of 10
domains: strategic planning, project management, risk management, financial management,
human resources, stakeholder management, meeting or event design, site management,
marketing, and professionalism (Convention Industry Council, 2010c). It should be noted that
the CMP designation is not limited to meeting planners. As defined within the parameters of the
governing body (the CIC), meeting professionals are classified as both meeting planners and
meeting suppliers, and both are eligible to become CMP certified if they meet the requirements
to sit for the exam (McCann, 2007; McIlwraith, 2009).
The CMP program was launched in the mid-1980s to: “enhance the knowledge and
performance of meeting professionals, promote the status and credibility of the meeting
profession, and advance uniform standards of practice” (Convention Industry Council, 2010b,
About the CMP program). It is also important to note that the MBECS were identified as a
means of self-assessment for a meeting professional in order to plot their career path by means of
a gap analysis of their strengths and weaknesses in each of the domain categories (Cecil et al.,
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2013). This type of self-assessment, while useful for the professional development and
continuing education of a wider audience of meeting professionals, is not job specific, and
“because there are so many types of meeting and event professionals, it is not expected that each
one of them will master each of the competencies or acquire the KSAs in their current role or
even over their career” (Cecil et al., 2013, p. 71).
Each type of meeting professional functions in a different capacity to service a meeting,
and this study suggests that competency evaluation should be specific to each type of
professional’s role. It is for this reason that this study suggests that while the MBECS are
applicable to a wide variety of meeting professional types, the standards lack the level of
specificity needed for on-the-job competency performance for every type of meeting
professional that exists. For instance, the competencies needed for a meeting planner to perform
their job would be different for those needed by the suppliers who service the meeting planner.
Meeting planners are responsible to the host organization for planning and coordinating a
meeting (McCann, 2007; McIlwraith, 2009). Their responsibilities would not only include
logistical planning and coordination of a meeting, but also strategic planning, as they are
responsible for aligning the goals and objectives of the host organization with the goals and
objectives of the meeting, and then coordinating any and all logistical aspects of the meeting to
meet those objectives (McCann, 2007; McIlwraith, 2009).
In contrast, the suppliers who service meeting planners, like hotel CSMs, are contracted
by the meeting planner to assist in providing products and/or services needed for the production
of the meeting (Astroff & Abbey, 2011). A hotel CSM provides services at the host property, and
their responsibilities are related to assisting the meeting planner in executing the logistical plan
via the services contracted at the venue for the meeting (McCabe & Weeks, 2008). A recent
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study identified the primary job responsibilities of CSMs, but the study was conducted in
Australia, and the results were fairly general in scope (McCabe & Weeks, 2008), so the results
are not entirely applicable to this study. Although the nature of the MICE industry can be
consistent in certain aspects across the globe, there can also be critical differences in how the
client is serviced at the host property depending on whether or not the business is international
(Krugman & Wright, 2007; & McCann, 2007). Not only will the policies, practices, and
procedures of the property likely differ with regard to contracting, but also, the manner in which
services are delivered will likely be influenced by local cultures in that destination, even if the
property is a chain that is headquartered in the continental United States (Krugman & Wright,
2007; & McCann, 2007).
According to Astroff & Abbey (2011), CSMs are not only responsible for communication
between the host property and the client, but are also typically responsible for one or more of the
following tasks: planning and executing conventions and conferences while serving as the
primary contact for the client, coordinating and distributing function sheets, overseeing the
client’s functions while on site, coordinate and conduct pre and post convention meetings,
budgeting, and performing additional tasks as outlined by an executive who oversees that
department, like, the Director of Convention Services, or the General Manager of the hotel
(McCabe & Weeks, 2008). CSM tasks and/or functional competencies are also likely to vary
depending on the type of property (Astroff & Abbey, 2011). Previous literature has indicated that
“the title of convention services manager is not universal” (McCabe & Weeks, 2008, p. 69), and
as a result, this study speculated that the responsibilities may also differ slightly. Moreover, since
CSMs are “the single most important communication link between the meeting planner and the
hotel” (Astroff & Abbey, 2011, p. 328) and can make or break the meeting (McCabe & Weeks,
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2008), their ability to execute functional competencies while servicing a group is of paramount
importance. It was therefore part of this study’s objectives to identify themes with regard to CSM
functional competencies that are common across a variety of properties that service conventions
and/or group business, to firmly establish a core set, or common body, of CSM functional
competencies in the literature.
In addition, there has been some research to address other supplier competencies in the
MICE industry, but those competencies are specific to the employees of Destination Marketing
Organizations (DMOs) (Ford & Peeper, 2009), and the scope under which DMO employees
service meeting planners do not align with the way that hotel CSMs service meeting planners.
For example, meeting planners oftentimes utilize DMOs in the destination selection phase of
planning their meeting (Opperman, 1996; Opperman and Chon, 1997; Morrison, Bruen, &
Anderson, 1998; Crouch & Ritchie, 1998; Weber, 2001a; Beldona, Morrison, & Anderson, 2003;
Wang, 2008; and Ford & Peeper, 2009). A DMO’s involvement with the meeting planner is
typically early in the planning process as destination selection is one of the first phases of
planning a meeting (McCann, 2007; McIlwraith, 2009), and there is typically not a contractual
relationship between the parties, as many of the services they provide are complementary
(Morrison et al., 1998). They are not frequently hired to assist in meeting coordination or
execution at a particular venue, and if they are, their duties may be specific to staffing services.
As cited in the literature, DMOs can provide the following services: site inspections/visits, client
advocacy, familiarization trips, housing assistance, registration assistance,
hospitality/information desk, welcoming banners, sponsorships, destination information, and
much more (Gartrell, 1991; Weber, 2001a; Krantz, 2011), which are different services from what
a hotel CSM would provide.
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Thus, this study put forward that each type of meeting professional performs in a
different capacity to manage and service a meeting depending on the nature of their specific job
responsibilities, and as such other meeting professional competencies as established in the
literature are not sufficient to address the specific on-the-job responsibilities that hotel CSMs
should be competent in performing. In turn, it was reasonable to presume that the functional
competency standards for MICE industry professionals are generalizable to all types of meeting
professionals (i.e. planners and suppliers). In contention, competency evaluation standards
should be established for each type of meeting professional categorically and should be
generalizable within that category, in an attempt to increase the level of productivity amongst the
group being studied. Currently, an instrument does not exist to evaluate the performance of hotel
CSMs. As such, this study established a set of functional competencies that can be generalizable
to hotel CSMs, and assessed their performance.

Emotional Competence
Previous literature has indicated that individuals can acquire a set of soft skills that enable
them to perceive, understand, regulate and utilize emotion in the workplace (Giardini & Frese,
2006). In academia, there are researchers who believe that those soft skills are part of a higherorder construct termed Emotional Intelligence (EI) (Salovey & Mayer, 1990; Mayer et al., 2000;
Mayer et al., 2008). Over time academics have started to regard the word intelligence as
inappropriate, and have since begun relabeling the construct as emotional competence. However,
the core dimensions of both constructs are largely similar (Giardini & Frese, 2006; 2008).
Giardini & Frese (2008) advance that the “core dimensions are awareness for the emotions of
oneself and others and regulation of one’s own and other’s emotions […thus] the two concepts
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overlap strongly as they are conceptualized (and operationalized) around these central
dimensions” (p. 156). Therefore, emotional competence (EC) is another term for what is
otherwise known as emotional intelligence (Giardini & Frese, 2006; 2008). Since EC is rooted in
EI, the current state of the literature on both terms is presented.
The construct of EI is somewhat paradoxical, but in order to understand why, an
overview of the varying views on the construct and their respective measures must be presented.
The following review outlines the theoretical foundation and measurements that exist to assess
EI. After that, the paradox surrounding the construct and measurement of EI is presented as
justification for the adoption of the term EC that was measured using a second-generation model
of EI for this study.

Theoretical Foundation & Measurement of Emotional Competence
According to Cherniss (2010), the concept of EI is based on three premises: “emotions
play an important role in life; that people vary in their ability to perceive, understand, use, and
manage emotions; and that these differences affect the individual adaptation of emotion in a
variety of contexts (including the workplace).” (p. 111). In the early stages of its development,
EI emerged out of social intelligence as defined by Thorndike in the 1920’s (Landy, 2005).
Social intelligence has been defined as “the ability to perceive one’s own and others’ internal
states, motives, and behaviors and to act toward them optimally on the basis of that information”
(Salovey & Mayer, 1990, p. 187). Building off of Thorndike’s study, later theorists began to
define social and personal intelligence differently, which eventually progressed toward the
construction of EI (Cichy et al., 2007). Bar-On (1988) was among the first to coin the term EI,
with the emotional and social intelligence model that consists of five dimensions: interpersonal
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skills, adaptability, stress management, and general mood (Cherniss, 2010), and is assessed using
the Emotional Quotient Inventory (EQ-i) (Bar-On, 1997). Bar-On’s (1988) model of EI consists
of skills and traits that enable people to adapt to social and emotional demands, but does not
necessarily measure emotion as part of intelligence, and thus the paradox was born surrounding
how the theoretical models of EI could be aligned with their respective measurements. As a
result, two camps of researchers emerged in the EI literature: mixed-models of EI (Goleman,
1998; Boyatzis & Goleman, 2007), and ability models (specific and/or integrative) (Salovey &
Mayer, 1990; Mayer et al., 2000; Mayer, Roberts, & Barsade, 2008).
Specific-ability models focus on emotional perception and identification, and are most
frequently measured by the following instruments: the Diagnostic Analysis of Nonverbal
Accuracy Scales (DANVA and DANVA-2; Nowicki & Duke, 1994), the Japanese and
Caucasian Brief Affect Recognition Test (JACBART; Matsumoto, LeRoux, Wilson-Cohn,
Raroque, & Kooken, Ekman, Yrizarry, Loewinger, Uchida, Yee, Amo, & Goh, 2000), and the
Levels of Emotional Awareness Scale (LEAS; Lane, Quinlan, Schwartz, Walker, & Zeitlin,
1990). The DANVA and JACBART measure perceptions of emotions by showing participants
pictures of facial expressions, and the respondent is asked to label the emotions as perceived.
The LEAS is a situational judgment test of an individual’s ability to reason and understand
emotion, and participants are presented with 20 situations to trigger emotional responses and are
asked to write about how they and the other person would feel in the prescribed situation. (Mayer
et al., 2008).
Integrative ability models were designed to assess EI as a comprehensive ability, by
converging several specific abilities relative to emotional perception, understanding,
management, and facilitation (i.e. using emotion), and are most frequently measured using the
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following instruments: Izard’s Emotional Knowledge Test (EKT; Izard et al., 2001); the MayerSalovey-Caruso Emotional Intelligence Test (MSCEIT; Mayer at al, 2000). The EKT is
primarily used with children and measures emotional perception and understanding where the
participants are asked to match an emotion with a situation. The MSCEIT is used to assess EI on
the basis of four abilities: emotional perception, emotional understanding, emotional facilitation,
and emotional regulation. The participant is asked to evaluate faces, landscapes, and vignettes to
gain an understanding of how the abilities converge on EI as a global construct. (Mayer et al.,
2008). The Mayer-Salovey-Caruso Model (MSC) definition of EI is the most widely adopted in
the field (Cherniss, 2010), and it assumes that individuals are able to monitor their own emotions
through their cognitive processes and therefore have the ability to make decisions about how
they react to a situation (Clarke, 2006).
Mixed-models of EI are broader in the sense that they are designed to measure more than
just emotions as part of intelligence as a higher-order construct. These models assess emotional
perceptions, but also assess constructs like happiness, stress tolerance, self-regard, adaptability,
social competence, creative thinking, flexibility, personality, and intuition (Mayer et al., 2008).
One of the most prominent mixed-model assessments is the emotional competence instrument
(ECI) (Goleman, 1998). The measurement was among the first multi-rater instruments to
measure EI, and was later expanded by Boyatzis & Goleman (2007) to include social
competence in the assessment (ESCI). The model assesses EI based on four dimensions: selfawareness, self-management, social awareness, and relationship management.
Second generation models of EI have begun to emerge in the literature. The Trait
Emotional Intelligence model (Petrides, Pita, & Kokkinaki, 2007), for example, includes all
personality facets related to affect (Cherniss, 2010). The model assesses four dimensions of EI
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using the Trait Emotional Intelligence Questionnaire (TEIQue). The dimensions and the facets
related to each dimension are reflected in Table 1 below.
Table 1: Trait Emotional Intelligence
Dimensions
Well-Being

Facets
Self-confidence
Happiness
Optimism

Sociability

Social competence
Assertiveness
Emotional management of others

Self-control

Stress management
Emotion regulation
Low impulsiveness

Emotionality

Emotional perception of self and others
Emotional expression
Empathy

Source: Petrides et al., 2007

When Petrides and Furnham (2001) developed the theoretical foundation for the trait EI
model, the above facets (table 1) were derived from a sampling of literature on both mixed and
ability models of EI to encompass the various operationalizations of the construct. The
dimensions were labeled according to how the facets grouped together during scale construction
(Petrides & Furnham, 2001; Petrides et al., 2007). Petrides & Furnham (2006) theorize that, “the
distinction between trait EI and ability EI primarily concerns the method of measurement of the
construct and not its theoretical domain” (p. 553), and that trait EI measures tend to have certain
validity advantages over ability measures because they focus on the “sampling domain of the
construct, its temporal stability, and its relationship to the basic personality dimensions” (p. 554).
Moreover, trait models have been evidenced as having more reliable assessments over other
personality assessments in the way they account for variance in the lower levels of personality
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hierarchies that specifically deal with emotional self-efficacy, and emotion as a trait (Petrides &
Furnham, 2006; Cooper & Petrides, 2010). Furthermore, conceptualizing EI as a trait has certain
advantages over other conceptualizations, because the assessment of affective processes as part
of personality is desirable in order to understand the subjective nature of one’s emotional
experience (Cooper & Petrides, 2010). In other words, trait EI is composed of self-perceptions
according to the subjective nature of emotions, and it is the subjective assessment of the
emotional experience that undermines the ability models because they are aimed at developing
maximum performance in an objective dimension (like IQ tests) (Petrides et al., 2007). As a
result, trait measures of EI are more robust, psychometrically (Cooper & Petrides, 2010).
As a result of the segmentation surrounding how EI is defined and assessed, rigid
criticisms have emerged in the literature. EI is considered somewhat paradoxical as a construct
due to the fact that the mixed-models generally have stronger psychometric properties but
weaker construct validity for wholly assessing emotion as a part of intelligence, while ability
models tend to be just the opposite (stronger construct validity, but weaker psychometric
properties). In an attempt to resolve the measurement-theory paradox, researchers in the field
have begun to mix and match different models of EI with opposing measures.

The Theory-Measurement Paradox
As previously mentioned, the mixed-models of EI have been criticized for their lack of
construct validity, but tend to employ more psychometrically robust measures. For example, the
ESCI is more robust because it is a multi-rater assessment, but it is criticized for not effectively
measuring EI as a construct since its respective model’s definition tends to overlap strongly with
dimensions of the Big-5 personality model (Cherniss, 2010; Joseph & Newman, 2010). Since
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personality is not considered as part of intelligence, measuring it as part of EI leads to weak
construct validity for mixed EI models. In contrast, the ability models are widely criticized for
weak measurement, but have stronger construct validity because the models only consider ability
dimensions of managing, regulating, and understanding emotion as part of intelligence as a
higher-order construct. However, instruments like the MSCEIT are criticized for weaker validity
because they require individuals to self-assess their own EI by rating pictures (i.e. water flowing
over rocks in a stream), which does not necessarily depict how well a person is able to manage,
perceive, regulate and understand emotion in a social or work setting.
Again, as a result of this paradox, rigid criticisms of EI have emerged from researchers
over time, speculating that EI is not a valid construct because the abilities/dimensions of EI are
not part of intelligence. Locke (2005) submits that it is through reasoning that individuals are
able to manifest and regulate certain emotions. Mayer et al. (2008) combat this notion by
advocating that intelligence is one type of human mental ability, and that intelligence is simply a
descriptive term that refers to a hierarchy of mental abilities of which emotion is parallel to in the
middle-level of the hierarchy. The middle level of intelligence is composed of verbalcomprehension and perceptual-organizational, where the individual is able to “understand and
reason about verbal information, while also recognizing, comparing, and understanding
perceptual patterns” (Mayer et al., 2008, p. 510), and in that sense EI focuses on the emotions
that enhance an individual’s cognitive processes (Mayer et al., 2008).
Other researchers like Cherniss (2010) and Landy (2005) have criticized EI for its
construct validity issues, but have also provided some recommendations for improvement.
Cherniss (2010) proposes that adopting one common definition of EI will increase the level of
coherence in its measurement, as long as the researcher does not depart from the selected model.
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Landy (2005) recommends that personality and EI should be assessed together to omit the
dimensions that overlap. Doing so would enable the researcher to further refine the construct and
its respective measures for each dimension being assessed. Therefore, current researchers in the
field tend to mix and match the measures with the models of EI, as previously mentioned. For
instance, Joseph & Newman (2010) removed emotional facilitation from the MSC model of EI
because the dimension was found to be redundant with other decisions of the construct. Other
researchers have begun to re-label EI as something else, like, emotional competence, affective
flexibility, and emotional regulation in an attempt to resolve the paradox. This suggests that
perhaps the ability to control emotions may not be part of intelligence after all. For instance,
Kostu, Nelis, Grégoire, and Mikolajczak (2011) conducted a study using a mixed-model of EI
and relabeled EI as EC to show that training works for EI as a trait. Giardini & Frese (2006;
2008) also conducted research to assess EI as EC and were reliably able to demonstrate that EC
can be developed or enhanced as a trait, thereby supporting trait measures like the TEIQue
(Petrides et al., 2009). Therefore, to align with the suggestions of more recent literature, the
current study adpoted the term emotional competence.

Emotional Competence in the Service Encounter
The service literature has already established that EC can help to build rapport and
generate loyalty (Delcourt et al., 2010) in a BTC encounter, yet little is known as to whether or
not the same remains true in a BTB encounter. According to Giardini & Frese (2008), “service
encounters are a particularly suitable setting for testing the contribution of emotional competence
because affective processes are central for how an encounter proceeds and how it is evaluated”
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(p. 156). To effectively discuss emotional competence in the service encounter, a general
understanding of emotion as an affective process is presented.
Affect can be divided into two distinct categories: trait and state affect. Trait affect is
characterized by how an individual perceives the world around them (as either positive or
negative), which translates into how affect is experienced and/or expressed by an individual
(Barsade, Brief & Spataro, 2003). Therefore, trait affect is general in the sense that it does not
refer to a targeted reaction to a scenario, but rather an individual’s long-term predisposition
toward having an inclination to view situations as positive or negative (Barsade et al., 2003).
Comparatively, state affect has historically been described as a positive or negative
reaction that is provoked in a situation, and can be divided into two categories: moods and
emotions (Barsade et al., 2003; Elfenbein, 2007). Emotions are short, and intense positive or
negative feelings toward a particular stimulus that an individual has experienced (Barsade et al.,
2003). As such, emotions are more likely to affect how a person reacts in a situation to the
people around them and the environment. Moods last longer but tend to be more drawn-out than
emotions (i.e. hide in the subconscious), sometimes to the point where an individual may not
know that they are experiencing that particular mood, or that it is influencing their behavior in
the situation (Barsade et al., 2003), until it is brought to their attention. Emotions experienced in
a situation will trigger a secondary response to regulate that emotion, and at each stage, the
individual’s ability to regulate will allow for one to overcome automatic processing (Elfenbein,
2007). Since interpersonal related factors are part of the service encounter, the consequences of
visibly undesirable behaviors are likely to result in the triggers that stimulate a negative response
in the opposite person in the exchange (Elfenbein, 2007). As such, the cognitive process that an
individual undergoes in order to become aware of their affective state and regulate their emotions
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becomes particularly important to consider in the exchange. EC was deemed suitable for analysis
in this study because it takes into account an individual’s predisposed affect, and combines it
with the cognitive processes than an individual initiates in response to a situation, therefore
bridging the gap between affect and cognition (Barsade et al., 2003). Thus, this study theorized
that the hotel CSM’s ability to appraise and reappraise the emotional registration process, and
deliberately regulate changes in their emotional state (Elfenbein, 2007) during the exchange
could be critical to establishing a quality relationship.
Reading or perceiving the exchange partner’s emotions, and responding appropriately,
could also be a critical component of EC in the exchange. The moment of truth, otherwise known
as the service encounter in Bitner et al.’s (1990) groundbreaking research diagnosing favorable
and unfavorable incidents, is a concept that should be on the forefront of the service provider’s
mind when interacting with clients. Bitner et al. (1990) made a case that employees should be
trained to understand customers, and when servicing them favorably, they should be rewarded. In
the current context, this would include reading a client’s emotions and responding appropriately.
By giving employees control, they are empowered to recover from service failure and respond to
problems effectively (Bitner, 1990). It should be noted that Bitner (1990) went on to further
explore and empirically test the methods utilized by the service operations and their effect on the
service encounter, and ultimately customer satisfaction. The results showed that “it is important
to manage and control every individual service encounter to enhance overall perceptions of
service quality” (Bitner, 1990, p. 79).
Other scholars have investigated the correlation between emotions, service quality, and
customer loyalty in the service encounter (Liljander & Strandvik, 1997; Mattila & Enz, 2002;
Grandey et al., 2005). Mattila and Enz (2002) studied the influence of affect in consumers’
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responses to brief, non-personal service encounters and found that consumers’ evaluations of the
service encounter correlate highly with their displayed emotions during the interaction and postencounter mood states. Positive displays generally invoke positive emotions, but so do negative
emotional displays. In fact, negative emotions have been shown to have a stronger effect on
loyalty in the service encounter, than positive emotions (Liljander & Strandvik, 1997).
Later research investigated how the authenticity of a smile can ultimately generate repeat
business (Grandey et al., 2005). Elfenbein (2007) found that “researchers generally argue that
positive [emotional] displays are valuable, such as in customer service, because they create
positive emotional contagion for the customer and serve as an inherently rewarding stimulus for
operant conditioning the elicits reciprocity” (p. 338), which ultimately leads to the reassurance
that customers are “blameless” in the service encounter. This type of emotional display can be
thought of as emotional contagion, which is the process of emotional flow from one person to
another, so much so that even a small gesture like an authentic smile can mutually change the
affective state of each individual in the exchange (Hennig-Thurau et al., 2006). Early behavioral
theorists defined client actions as a purely rational cognitive process (Ajzen & Fishbein, 1977).
This perspective links cognition, affect and behavior, and implies that clients are involved in a
rational assessment of past, present and their imagined future experiences and use this
information to determine their behavioral intentions. According to this view, clients base their
decision process on a sequential rational assessment of expectations versus outcomes (Grönroos,
1997) in a rational way.
While the aforementioned literature has studied the emotions of clients in a service
context, there is some empirical evidence to support the fact that EC can be developed or
enhanced for service employees in the workplace (Giardini & Frese, 2008), not only in a
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traditional office setting, but also in service industries such as hospitality (Delcourt et al., 2010).
Literature has shown that “emotionally competent employees should be more successful in
fulfilling this emotional task […and] are expected to have higher levels of empathy and
sensitivity toward affective or other social signals which serve as a basis for any action toward
their customers” (Giardini & Frese, 2008, p. 157).
If employees can improve EC in the same way as they can improve functional
competencies, the impact on service quality in the BTB exchange between the CSM and their
clients could be substantial. Research has indicated that it is possible to improve EC in adults
(Kotsu et al., 2011). Given the nature of the service setting in the MICE industry, particularly in
convention hotels where hotel CSMs interact directly with their clients over an extended period
of time (Astroff & Abbey, 2011), the manner by which the CSM is able to regulate their
emotional responses and perceive the emotions of their clients might be a critical component in
the hotel CSM’s ability to meet their client’s needs. Emotional regulation is a means of affective
forecasting in which an individual is able to rely on noticeable issues while underestimating their
resilience against negative events to positive events, enabling them to seek resolution to
discrepancies between their current and desired states (Elfenbein, 2007). Given the fact that
“emotional expression is one of the most powerful forms of social influence, inside and outside
of the workplace” (Elfenbein, 2007, p. 330), additional pressures to perform well in the service
delivery process can be critical CSMs. This study put forward that CSMs should not only be
performing well in their functional competency areas, but also on an emotional level through
emotional competency performance. Increased performance in both competency areas may be
the key to generating loyalty and repeat business with their clients.
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Relationship Quality
The relationship between a CSM and their client has been shown to develop out of a
series of service encounters (Gutek et al., 1999). It should be noted however, that an individual
service encounter does not constitute a relationship. The relationship starts with an encounter,
and through a repeated exchange (i.e. multiple encounters), the encounter becomes a relationship
(Gutek et al., 1999). The service encounter is most frequently studied in a BTC context (Bitner et
al., 1990, Bitner, 1990; Grönroos, 1997; Liljander & Strandvik, 1997; Mattila & Enz, 2002;
Grandey et al., 2005). However, because the nature of the service encounter and the relationship
between the hotel CSM and a meeting planner is based on a contractual relationship (Astroff &
Abbey, 2011) and the length of interaction can last anywhere from months to years (McCann,
2007; McIllwraith, 2009), the relationship is considered a BTB exchange (Lambe et al., 2001).
The literature has established that some customers may remain in the relationship even if they
are unhappy due to factors like, “high switching costs, the uncertainty of acquiring a better
provider, and possible guilt and hurt feelings that can be associated with dissolving any
relationship” (Gutek et al., 1999, p. 221). In that type of situation, the meeting planner would
remain a client, but they may not be happy with their decision to repurchase. Thus, it is
reasonable to consider that if the meeting planner were to like the hotel CSM, that they would
have a greater perception of perceived relationship quality, and forge an intention to repurchase
because they want to, not because they have to (i.e. as the result of high switching costs, etc.).
Therefore, this study added likability as a new dimension of perceived relationship quality, along
with trust and commitment (Morgan & Hunt, 1994), to evaluate the meeting planner’s level of
affect toward the supplier in the relationship. The following section will address the theoretical
foundation of relationship quality, trust, commitment, and likability.
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Theoretical Foundation & Measurement of Relationship Quality
Ontologically, perceptions of relationship quality are formed out of a series of successful
relational exchanges (Gutek et al., 1999). Relational exchange is rooted in social exchange
theory (SET), where parties enter into a relationship and are dedicated to maintaining it in hopes
that the outcome of preserving the relationship will be rewarding (Blau, 1964). It is through the
relational exchange that parties will cooperate and plan, but in order for the exchange to be
functional, the relationship needs to be functional as well (Lambe et al., 2001). Morgan and Hunt
(1994) support this position in their seminal work on commitment-trust theory, that commitment
and trust are key mediating variables in the relational exchange because they encourage suppliers
to: preserve the relationship, protect the long-term benefits of keeping a client, and avoid any
high-risk actions that could risk the relationship.
Since the literature is somewhat inconsistent with regard to the dimensions that constitute
perceived relationship quality as a higher-order construct in a BTB services context, a
comprehensive search of the literature was conducted to determine the dimensions that are most
commonly included as part of relationship quality as a higher-order construct and to select an
instrument to measure those dimensions. The search terms “relationship quality”, “business-tobusiness” and “service” yielded 696 peer-reviewed scholarly journal articles. Morgan and Hunt’s
(1994) seminal work on commitment-trust theory was found to be the most predominant theory
used to define and/or test the relational exchange as a multi-dimensional construct in both BTB
contexts (Dorsch, Swanson & Kelley, 1998; Garbarino & Johnson, 1999; Hausman, 2001;
Hennig-Thurau, Gwinner, & Gremler, 2002; MacMillan, Money, Money & Downing, 2005;
Gounaris, 2005; Richard et al., 2007; Beaston et al., 2008; Vidal, 2012). Morgan and Hunt
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(1994) also developed the Key Mediating Variable Model and instrument (KVM) to test
commitment and trust as mediating variables for relationship outcomes like: relationship
benefits, relationship termination costs, shared values, communication, opportunistic behavior,
acquiescence, cooperation, propensity to leave, functional conflict, and uncertainty (HennigThurau et al., 2002). Commitment and trust were found to be the most reliable antecedents to
loyalty in BTB exchanges (Barduskaite, 2014), and were therefore included in the present study
for analysis.
Commitment exists when one party believes that the relationship is worth maximum
effort to maintain, where a certain level of commitment implies that the parties’ have a relational
contract to work through functional conflict (Morgan & Hunt, 1994). “Committed partners are
willing to invest in valuable assets to an exchange, demonstrating that they can be relied upon to
perform essential functions in the future” (Gundlach, Achrol, & Mentzer, 1995, p. 78). As such,
it has been theorized that with commitment, the exchange partner believes the relationship is
worth the effort it takes to preserve it, so they are ultimately committed to maintaining it
(Morgan & Hunt, 1994), where mutuality and reciprocity are important to exchange partners
when performing on commitments (Dabos & Rousseau, 2004). Mutuality is the degree to which
both parties agree on the commitment, and reciprocity directly relates to the type of resource that
is given between the parties (Dabos & Rousseau, 2004).
Trust exists when one party has confidence in the other, constituting the exchange as
reliable, and allowing both parties to maintain integrity (Morgan & Hunt, 1994). Moreover, trust
is critical to developing and deepening an exchange (Blau, 1964). When one party deepens into
the exchange, a sense of obligation for that party to perform on their commitments is formed
because uncertainty is reduced, and through that obligation, the other party begins to trust that
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the other party will also perform on their obligations in order to make the exchange functional
(Colquitt et al., 2011). For purposes of this study, the contracted services between the hotel CSM
and the meeting planner are the obligations that are under consideration when referring to a
“commitment to perform”. In accordance with Kramer (1999), this study posited that the meeting
planner would form a history-based trust, where their perceptions that the hotel CSM’s
trustworthiness serves as a basis for their willingness to engage in trusting behavior with the
CSM in the future. It is thereby through the cumulative interaction between parties that serves as
a basis for each party in the exchange to be able to draw inferences regarding trustworthiness,
and make predictions about how the other party will continue to behave (Kramer, 1999).
Congruently there are several barriers to trust that should be addressed, since certain
cognitive factors can contribute more to the destruction of trust, rather than to the creation of it.
Specifically, negative events have been evidenced as more visible and noticeable than positive
events to parties in the exchange, and tend to carry more weight in judgment than trust-building
events of the same magnitude (Kramer, 1999). This could have tremendous implications in the
current context with regard to how well the hotel CSM is able to recover. The ability to recover
in a services context is otherwise known as service-failure recovery (Bitner et al., 1990). Since
negative events have been shown to have a stronger impact on trust between parties (Kramer,
1999), this study maintained that the recovery from that negative event could have a stronger
impact on the relationship than would a positive event on its own. While it was not part of this
study to explore service-failure recovery and its impact on the exchange, the results of this study
could set a precedent for investigation in the future.
A review of the literature revealed that perceived relationship quality in a BTB services
context is evaluated more frequently at the organizational level (i.e. organization-organization)
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than at the individual level (i.e. employee-employee) (Bulton, Smith, & Wagner, 2003). Since
the current study focused on the BTB exchange at the individual level, this study advocates that
previous literature may have excluded an important dimension of perceived relationship quality
in a BTB services context that relies upon how an individual feels toward the other party in the
exchange, called likability. According to Liden and Maslyn (1998) likability is the mutual liking
between the parties in the exchange. Since different types of relationships are characterized
based on how the parties in the exchange are linked, it is reasonable to presume that likability is
a more predominant factor to consider in customer-centric industries (i.e. services related
businesses like hospitality segments) than in non customer-centric industries (i.e. manufacturing)
(Guenzi & Pelloni, 2004). Likability is under-researched in a services context, likely because
“there is a wide variance in the way patrons define and evaluate social aspects of a single service
category” (Goodwin & Gremler, 1996, p. 248). Rather, the services literature has explored
likability under the context of rapport in services settings. More specifically, rapport-building
behaviors have been evaluated in the literature in a BTC services context, particularly in retail
settings (Gremler & Gwinner, 2000; 2008), but because rapport is conceptualized differently
depending on the context under which it is studied, the outcomes tend to vary with regard to how
they relate to loyalty as an outcome of the exchange (Gremler & Gwinner, 2000; 2008). At its
core, rapport is centered on the level of closeness in the social interaction (i.e. the exchange)
between parties, and is evaluated by the individuals in the exchange to understand whether or not
those interactions were enjoyable (Gremler & Gwinner, 2008). Because social bonds tend to
supersede structural bonds (i.e. economic benefit) in BTB exchanges in a services context
(Bolton et al., 2003), it is conceivable that a positive personal dynamic, and the influence of
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communal factors between individuals in the exchange, would increase their liking of one
another (Butcher et al., 2001).
Moreover, the literature supports the inclusion of communal factors when evaluating the
exchange related to the level of intimacy in a friendship, and found them to be important drivers
for repeat purchase intentions for some individuals in BTC contexts (Goodwin & Gremler,
2008). Goodwin and Gremler (1996) suggested that future research refine the term “friendship”
when evaluating buyer’s perceptions in a services context in order to minimize variance. Guenzi
and Pelloni (2004) attempted to do so in their evaluation of interpersonal-related variables in the
exchange like, friendship, rapport, and knowledge of the other individual as indicators of
relationship closeness, and were able to establish that such factors do in fact influence a buyer’s
intentions to repurchase in services context.
Likewise, “BTB exchanges are mixed in that they involve both economic and social
resources” (Bulton et al., 2003, p. 273). Thus in the current context, the nature of the exchange
between a hotel CSM and the meeting planner would consist of more than just the paperwork
and contractual obligation (i.e. economic resource) to the other party. It would also include
personal dynamics that are exchanged in each service encounter (i.e. social resources). For
example, MICE industry research supports the fact that suppliers must understand meeting
planners’ needs and priorities by creating custom-tailored strategies to help them meet their
needs. “Meeting planners and suppliers [have been forced] to work together to address
cancellations, attrition, service levels, and property maintenance and staffing; [those parties] who
were able to resolve issues together proved the most successful” (Vantage Strategy, 2011, p. 2).
As such, it is reasonable to consider that this type of “togetherness” and collaboration in the
exchange is likely to be more successful if the parties in the exchange like each other.
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Interpersonal relationships between the employee and the client have been shown to also impact
how the client feels toward the organization, as “communal relationships between customer and
service personnel has a positive impact on customer-to-firm relationships” (Guenzi & Pelloni,
2004, p. 368). Therefore, this study submitted that the meeting planner’s likability rating of the
hotel CSM should be included as a dimension of how the planner perceives the quality of the
relationship with the CSM, and how those perceptions impact their intentions to repurchase
based on that relationship with the hotel CSM.

Relationship Quality in the Exchange
The services marketing literature has widely investigated customer perceptions of
relationship quality in BTC contexts like banking and/or retail settings (Crosby, Evans, &
Cowles, 1990; Gwinner, Gremler & Bitner, 1998; Garbarino & Johnson, 1999; Gremler &
Gwinner, 2000; Gremler & Gwinner, 2008; Macintosh, 2009), and to some extent hospitality
settings (Hyun, 2010). In addition, there have been several studies on how to improve
relationship quality/relational marketing through customer relationship management (CRM)
strategies (Richard et al., 2007). Traditionally, CRM is a system that has been used to establish
and maintain an ongoing relationship with customers across multiple customer touch points
(Bohling, 2006), and is focused in BTC contexts. According to Ozgener and Iraz (2006), “CRM
refers to all business activities directed towards initiating, establishing, maintaining, and
developing successful long-term relational exchanges” (p. 1357). It is important to note that the
terms “relationship marketing”, “CRM”, and “relational exchange” are frequently used
interchangeably in services marketing research (Bohling, 2006). Regardless, all terms ultimately
refer to the relational exchange between two parties (Ozgener & Iraz, 2006; Bohling, 2006).
43

Finally, the convention literature has investigated relationship quality in BTC context between
the meeting planner and their attendees or exhibitors (Jin, Weber & Bauer, 2012).
Congruently, relationship quality has been studied in a BTB context across a wide variety
of settings like financial services, shipping and transport, legal, and medical industries (Beaton &
Beaton, 1995; Bennet & Gabriel, 2001; Hausman, 2001; Yen, Yu, & Barnes, 2007; Richard,
Thirkell, & Huff, 2007; Heffernan, O’Neill, Travaglione, & Groulers, 2008). However, it has
been minimally explored in a BTB services context (Barduskaite, 2014). The convention
literature has primarily addressed meeting planners’ satisfaction levels with DMOs with regard
to IT services, and their destination selection decision making process for hosting their annual
meeting(s), while not specifically addressing meeting planners’ perceptions of relationship
quality in the exchange (Choi & Boeger, 2000; Jones & Brewer, 2001; Weber, 2001; Yoo;
Baglou & Love, 2005; Weber, 2005; Wang & Fesenmaier, 2006; Wang, 2008). While a DMO
can be considered a business, and the exchange is considered BTB, the nature of the exchange
between a meeting planner and a DMO is different than the exchange between a meeting planner
and a hotel CSM, mainly due to the fact that the relationship between the meeting planner and
the DMO is oftentimes not contractual. As previously addressed, the scope of responsibilities
performed by a DMO representative to execute their commitments in the exchange with the
meeting planner (i.e. marketing a destination to a meeting planner) do not align with that of a
hotel CSM. Again, since destination selection is typically one of the first phases of planning a
meeting, the length of the exchange between a DMO representative and the meeting planner is
typically shorter, and the relationship is oftentimes not contractual since the majority of DMO
services are complementary (Morrison et al., 1998; McCann, 2007; McIlwraith, 2009). With
hotel CSMs however, the relationship between a hotel CSM and the meeting planner is
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contractual, and the length of time under which repeated exchanges occur could be anywhere
from months to years before the meeting is conducted (McCann, 2007; McIlwraith, 2009).
Lee and Hiemstra (2001) evaluated relationship quality in a convention sales context, and
Ogden and McCorriston (2007) investigated supplier relationships between venues and meeting
planners by focusing on the role of the venue in managing other suppliers for the meeting
planner at during the convention (AV, security, transport, etc.) in an international context (the
United Kingdom). Since salespeople do not share the same responsibilities of the hotel CSM, as
previously mentioned, and the nature of the MICE industry varies by region of the world or
country, the results are not entirely applicable to this study. While the focus of Ogden and
McCorriston’s (2007) research does not center on the client facing employee’s performance of
the contract on behalf of the venue to the planner, as the current study does, the findings do yield
marginal support for including trust and interpersonal related factors as important dimensions of
the meeting planner’s perception of the relationship in a relational exchange. Their work also
validates the benefit of long-term relationships in the MICE industry (Ogden & McCorriston,
2007).
Breiter and Bowen (1998) evaluated total quality management in a convention services
context, and while total quality management is not the same as relationship quality, the results of
their study do yield valuable implications for the current study. They established that it is the
hotel CSM’s responsibility to create trust and a sense of security with the meeting planner early
in the exchange (Breiter & Bowen, 1999), and that “if there is no trust, there can be no
commitment and no long-term relationship [thereby decreasing] the likelihood of commitment”
(p. 50). Trust can be earned if the hotel CSM acts with authority to make decisions should
problems arise by controlling the quality of services delivered as part of the contract on behalf of
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the hotel, while also responding to the meeting planner about any questions and/or concerns in a
timely fashion throughout the term of their relationship (Breiter & Bowen, 1999). This is
particularly important to note in the current context, as the relationship between the meeting
planner and the hotel CSM is not limited to a single encounter, but rather consists of repeated
exchanges over a period of time (i.e. months to years) (McCann, 2007; McIllwraith, 2009).
Since the nature of the BTB relationship between meeting planners and their service
providers can change over time, it is important to recognize the service as “intangible,
perishable, inseparable, and heterogeneous” (Jayawardhena et al., 2007, p. 582). It has been well
established that one of the motivations for delivering quality service is to gain loyal customers,
where customers can become loyal either toward the employee alone and/or toward the entire
organization (Jayawardhena et al., 2007). For that reason, it is reasonable to assume that the
manner by which service providers establish and/or maintain relationships with their clientele is
critical. Building and maintaining positive relationships is essential in customer service
orientated industries like the hospitality industry. This study posited that perceptions of
relationship quality may be even more important in a BTB context since the exchange is an
integral part of how the customer views not only the employee, but also the organization (Guenzi
& Pelloni, 2004). Lambe et al. (2001) suggest that the “BTB relational exchange is motivated by
the mutual recognition of the parties to the exchange that the outcomes of such exchange exceed
those that could be gained from either another form of such exchange or exchange with a
different partner” (p. 12). As such, loyalty (i.e. long-term relationships) is evidence of successful
exchange in BTB relationships (Jayawardhena et al., 2007). In the convention industry, longterm relationships are most desirable because the financial implications can be significant. Longterm clients are characterized as having high levels of trust and commitment, are considered
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valuable in the exchange (Lefaix-Durand & Kozak, 2009; Fontenot & Wilson, 1997), and the
longer the client remains a client, the more likely they would be to repurchase and refer new
business (Kim et al., 2010).

Loyalty
The literature has established that a buyer’s positive perceptions in the exchange drives
repeat purchase intention, and can ultimately increase profitability for the organization providing
the service (Briggs & Grissaffe, 2010). The notion of profitability calls for research that focuses
customer behavioral intentions to repurchase, rather than on satisfaction alone, “because
businesses understand that profit impact of having a loyal customer base” (Oliver, 1999, p. 33).
There has been more literature surrounding loyalty as an outcome of BTC rather than
BTB exchanges in a services setting (Jayawardhena et al., 2007; Briggs & Grisaffe, 2010;
Barduskaite, 2014). Likewise, in the MICE industry, behavioral outcomes for loyalty are most
widely investigated in a BTC context (Opperman & Chon, 1997; Rittichainuwat, Beck, &
Lalopa, 2001; Zhang & Qu, 2007; Severt, Wang, Chen, & Breiter, 2007; Tanford, Montgomery,
& Nelson, 2012). Barduskaite (2014) recently conducted a comprehensive review of the
literature on loyalty in a BTB services context, and found 30 articles to support the fact that
“companies do not rely on service/product pricing or quality alone anymore; rather they define
long-term success through relationships with customers” (p. 34). Since service is a non-tangible
product, the client’s perception of the exchange with their service provider would have
significant financial implications for the firm (Jayawardhena et al., 2007). The risk of financial
consequence could change the client’s perception of the exchange, and ultimately influence their
intentions to repurchase (Barudskaite, 2014).
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In the MICE industry, little is known about how a meeting planner forms their intentions
to repurchase with their supplier, and the constructs that contribute to that intention. Support for
perceived relationship quality as an antecedent to loyalty in the MICE industry comes from Lee
and Hiemstra (2001), who found that commitment (as a dimension of relationship quality) leads
to repurchase intentions in meeting planners with regard to hotel sales people. While hotel sales
people act in a different capacity to service a meeting planner (Astroff & Abbey, 2011), the
findings of Lee and Hiemstra (2001) make it logical to test whether or not the same would
remain true for hotel CSMs.

Theoretical Foundation of Loyalty
Oliver’s (1999) cognition-affect-conation pattern of loyalty is the most commonly cited
seminal work in BTB contexts when attempting to uncover how a buyer forms their intentions to
repurchase (Barduskaite, 2014). Loyalty is defined as “a deeply held commitment to rebuy or repatronize a preferred product/service consistently in the future, thereby causing repetitive samebrand or brand-set purchasing, despite situational influences and marketing efforts having the
potential to cause switching behavior” (Oliver, 1999, p. 34). Actual loyalty should technically be
measured by the consumer’s actual behavior, such as frequency of purchase(s) (Geçti & Zengin
2013). However, because of the difficulties surrounding measurement of active purchasing
behavior (Weber, 2001b), this study will evaluate behavioral intentions, especially since the
intentions forge the motivation to purchase (Oliver, 1999). Seminal works conceptualized loyalty
as entirely composed of the behavioral dimension (i.e. a client’s intention to repurchase) (Tucker,
1964), however, it became difficult to differentiate between truly and spuriously loyal customers
on the basis of behavioral measures alone (Weber, 2001b). Thus, it wasn’t until after the 1970’s
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that researchers began to recognize loyalty as a multi-dimensional construct that is composed of
attitudinal, behavioral, and/or cognitive dimensions; or some combination of all three
(Barduskaite, 2014). According to Oliver (1999), loyalty can occur in phases, through cognition,
affect, conation, and action; and following this pattern of cognition-affect-conation, an individual
develops the inertia to purchase (i.e. action).
Cognitive loyalty occurs when the buyer begins to show a preference toward one brand or
supplier, and has been cited as the first phase (Oliver, 1999; Olsen, 2002). More recent literature
has begun to separate the cognitive dimension from the initial behaviors that result from those
cognitive decisions to show a preference, which suggests a cyclical pattern in loyalty formation
(i.e. that cognitive loyalty is actually forged by behavioral loyalty) (Barduskaite, 2014). In BTB
contexts, cognitive loyalty is operationalized around first choice patronage intentions, and
intentions to leave, stay or switch, based on the alternatives (Barduskaite, 2014). Cognition is
considered shallow in nature, meaning that it could be easily damaged if the buyer encounters
incidents of service failure with the supplier (Oliver, 1999). Since “loyal customers are logically
at the heart of a company’s most valuable customer group” (Ganesh, Mark, & Reynolds, 2000, p.
66), it has been suggested that management should focus on reducing the number of negative
encounters induced by their employees, as the detriment of repeated negative encounters would
not only destroy the relationship between the employee and the client, but could also negatively
impact how the customer views the firm (Guenzi & Pelloni, 2004), and increases the possibility
of the client’s switching behavior (Ganesh et al., 2000). In the current context for example,
should the hotel CSM not be perceived as emotionally and functional competent, it could be
constituted as a negative encounter in the eyes of the planner. If negative incidents continue to
occur over time, it is reasonable to presume that those service failures could lead to a diminished
49

perception of relationship quality with the hotel CSM, thereby inducing the meeting planner’s
switching behavior. Research has found that through commitment, the buyer can overcome
negative encounters to a certain degree, and still be motivated to repurchase (Oliver, 1999).
Affective (Oliver, 1999; Olsen, 2002), or attitudinal, loyalty is a higher-order construct
composed of the buyer’s commitment, long-term relationship, and loyalty to the employee,
where the buyer’s intention is linked to positive word-of-mouth (Ruayruen & Miller, 2007;
Briggs et al., 2007; Barduskaite, 2014). This is the phase where the meeting planner would begin
to like the hotel CSM or the property, based on their level of pleasure or satisfaction with usage
Oliver (1999) conceptualizes the attitudinal phase of loyalty as affective loyalty, because if the
buyer derived some sort of pleasure from the exchange, it is reasonable to assume that they also
like the service provider. However, research has found that liking a service provider is not
enough on its own to mitigate switching behavior unless a deeply held commitment to that
provider is forged (Weber, 2001b), which also suggests that commitment, in combination with
likability, may forge repeat purchase intention.
Ultimately, it is through the attitudinal dimension where the buyer becomes ready to
purchase (Barduskaite, 2014). The readiness to purchase is otherwise known as conative loyalty
(Oliver, 1999), where commitment toward the supplier thwarts motivation to purchase (Oliver,
1999; Barduskaite, 2014), and “is experienced when the consumer focuses on wanting to buy”
(Oliver, 1999, p. 36). Actions are transformed into the buyer’s readiness to act Oliver (1999),
which can be viewed as just another form of behavioral intention (Weber, 2001b; Barduskaite,
2014), thereby inducing the motivation for the customer to take action.
According to Oliver (1999), action loyalty occurs when “motivated intention in the
previous loyalty state [(conation]) is transformed into readiness to act” (p. 36). However, the
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literature has separated repeat purchase intention from the action of purchasing, citing the action
of purchasing as an outcome of behavior (Butcher et al., 2001; Barduskaite, 2014). Moreover,
the action of purchasing is not sufficient alone to warrant true loyalty toward a service provider
(Oliver, 1999), nor is action sufficient as an indicator of behavior on its own (Bennet et al., 2005;
Rayruen & Miller, 2007; Huang et al., 2008). Previous works have argued that behavioral
intentions and action are actually successive stages of behavior, not one in the same, where
behavioral intentions are viewed as an effective indicator of loyalty (Zeithaml, Berry, &
Parasuraman, 1996; Weber, 2001b). In the same vein, behavioral intentions are operationalized
around factors like: intention to repeat patronage, cooperation, propensity to switch, intention to
invest, intention of contract renewal, future usage; and actual purchase behaviors like: switching
behavior, word of mouth, and recommendations/referrals (Barduskaite, 2014).
Since this study is focused on two outcomes: (1) the meeting planner’s intentions to
repurchase with the hotel CSM at the original property at which they were last serviced; and (2)
the meeting planner’s intention to repurchase with the hotel CSM regardless of where they are
employed, it is particularly important to understand the sequence of how loyalty is forged
through the exchange to mitigate financial consequences for the organization (Weber, 2001b).
From a review of the literature, it is plausible to consider that by the time a buyer reaches the
action loyalty phase, it is likely that they will have formed a commitment to the brand (or person)
that is deeply rooted in their belief in the superiority of their choice. Therefore, in evaluating
behavioral loyalty, this study put forth that results could provide unique insights into the
cognitive process that a client undergoes just before deciding to switch or stay with the
organization. A positive correlation, for example, could provide implications for management to
possibly make adjustments in their strategies to retain clients long-term, by focusing retention
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efforts on services rather than sales, if the meeting planner forges a deeper connection to the
hotel CSM than the brand. Since the interaction between a hotel CSM and a meeting planner
begins anywhere from months to years before actual event occurs (McCann, 2007; McIllwraith
2009), this study argued that the meeting planner would have stronger intentions to repurchase.
Raimondo, Miceli, & Costabile (2008) support this position, finding that longer an interaction
continues between parties in the exchange, the stronger the antecedents to loyalty can become.

Theoretical Framework & Hypothesis Development
The purpose of this study was to investigate how hotel CSM competency performance
(functional and emotional) influences a meeting planner’s perception of relationship quality with
the CSM, and ultimately their intention to repurchase/rebook at the property where the hotel
CSM was employed at the last time of service based on those perceptions. This study also
considered loyalty to person, over loyalty to firm, as part of the analysis to determine if the
aforementioned antecedents contribute more incrementally to a meeting planner’s switching
behavior.
This study addressed the following research questions:
1. What are the functional competencies of hotel CSMs?
2. Do meeting planners’ perceptions of hotel CSM functional competencies predict their
perceptions of relationship quality with the hotel CSM?
3. Do meeting planners’ perceptions of hotel CSM emotional competencies predict their
perceptions of relationship quality with the hotel CSM?
4. Is likability an indicator of a meeting planner’s perceived relationship quality with the
hotel CSM?
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5. Is trust an indicator of a meeting planner’s perceived relationship quality with the
hotel CSM?
6. Is commitment an indicator of a meeting planner’s perceived relationship quality with
the hotel CSM?
7. Do meeting planners’ perceptions of relationship quality predict their intention to
repurchase/rebook at the same property where the hotel CSM was employed at the
time of the exchange?
8. If the hotel CSM is employed at a different property, do meeting planners’
perceptions of relationship quality predict their intention to follow the hotel CSM to
another property?
In order to answer the research questions, a theoretical framework (Figure 1) was
presented and hypotheses were developed based on existing literature. The following section
presents the development of hypotheses.
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Figure 1: Theoretical Framework

Functional Competence and Relationship Quality
Since the functional competencies of hotel CSMs had yet to be established in the
literature, the level of predictive validity that functional competence would carry toward the
meeting planner’s perception of relationship quality with the hotel CSM was unknown.
However, previous literature from other services contexts suggests that the correlation is
reasonable to postulate. For example, Moorman, Deshpandé, and Saltman (1993) found that
perceptions of an individual’s actual job and organizational experience, and abilities, are
positively related to trust in that individual. While the aforementioned study was conducted in a
different context than the present study, it was reasonable to conceive that the results would be
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generalizable in other customer-centric contexts, like the MICE industry, since the exchange was
relational.
Resource based views in management suggest that developing capable employees is
necessary to develop relationships and secure a competitive advantage, so “competences are key
for understanding a firm’s success” (Hunt, Lambe, & Wittmann, 2002, p. 22). The literature has
established that training service employees to have the appropriate KSAs for their job will help
to sustain desired behavior on-the-job, and that “competence in service delivery thus hinges upon
the service provider’s skills and knowledge” (Luk & Layton, 2004, p. 35). Thus, in accordance
with Dwyer et al. (1987), this study contended that if a hotel CSM performs their tasks well, it
would lead the meeting planner through the exploration, expansion and commitment phases of
the exchange. For example, after the meeting planner begins interactions with the hotel CSM, if
the CSM is competent, a foundation for trust, commitment, and likability is established. For the
exchange to be functional, and for the customer to view the desired impressions of the firm, the
service provider must actively communicate with the client (Luk & Laton, 2004). Active
communication could drive client perceptions of how the organization is performing, and if the
client perceives an organization performing well, the client would be more likely to feel
committed and would ultimately become loyal (Briggs & Grisaffe, 2010). As such, this study
hypothesized that if the hotel CSM is competent in performing their on-the-job tasks, it will
improve the meeting planner’s perceptions of the relationship because it will establish trust,
commitment, and a sense of liking toward the CSM.
Consequently, the following relationship was hypothesized:
H1:

Hotel CSM functional competence is positively related to meeting planners’

perceptions of relationship quality.
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Emotional Competence and Relationship Quality
Given the equivocality with regard to the conceptualization and operationalization of
emotion-related individual differences, recent research has proposed using an integrative model
of EC that consists of knowledge, abilities, and traits, especially after findings indicated that trait
EC could be effectively trained when using a well-designed and short intervention (Kotsu et al.,
2011). Moreover, trait based conceptualizations are generally more inclusive because the
“measures include a wide array of traits, capabilities, and personal characteristics” (Day &
Carroll, 2008, p. 763). As such, this study adopted the term emotional competence, consisting of
four dimensions: well-being, self-control, emotionality, and sociability (Petrides et al., 2009).
This study postulated that EC can contribute positively to relationship quality the more
competent the individual is with regard to how they understand and regulate their emotions. For
instance, if a hotel CSM is able to manage and regulate their emotions, and effectively perceive
the emotions of their clients, during the exchange, the meeting planner will be more likely to
perceive the hotel CSM as emotionally competent.
Research has supported employee emotions (i.e. positive and negative affect) as
important variables in a BTC exchange, and the results of several studies have indicated that an
employee’s ability to manage and control those emotions can lead to enhanced customer
satisfaction and loyalty (Bitner, 1999, Lijander & Strandvik, 1997; Matilla & Enz, 2002;
Grandey et al., 2005). However, a significant gap remained in testing EC as a multidimensional
construct in a BTB exchange as an antecedent to perceived relationship quality. The research is
also limited in the same regard in a BTC exchange; however, results from Kidwell, Hardesty,
Murtha, and Sheng (2011) indicated that if the organization wanted to achieve long-term benefits
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from retaining their customers, the “sales professionals’ emotional abilities [were] essential [in
order to] effectively employ strategies and techniques for interacting with customers” (p. 88).
Likewise, in the healthcare industry, Weng (2008) found a positive correlation between EI and
perceived relationship strength on the basis of trust in the patient-provider relationship.
Barzdil and Slaski (2003) postulate that employing individuals with higher levels of EC
can reduce uncertainty in the consequences of service failure to the customer, and that employees
should be rewarded in order to develop an authentic service-orientated climate. Authenticity is
considered an important factor in generating repeat business for service-orientated firms
(Grandey et al., 2005). If an employee is able to generate authentic positive displays in the face
of client interaction, positive emotions or emotional contagion will result from the encounter
(Liljander & Strandvik, 1997; Elfenbein, 2007), which in turn will generate a rewarding stimulus
for the customer, who will elicit reciprocity in the exchange (Elfenbein, 2007). Moreover,
Giardini & Frese (2008) suggest that, “it should be easier for highly emotionally competent
employees to maintain a positive affective state in difficult or demanding situations (i.e. dealing
with angry customers)” (p. 29). Since clients tend to be rational in their assessment of the past,
present, and future experiences with their exchange partner (Ajzen & Fishbein, 1997), employees
of the organization should focus on generating positive service encounters. Consequently, if the
client’s perceptions of service encounters tend to be negative as a result of the employee’s
service failure (i.e. the employee is not empathetic or sensitive to the clients needs, or able to
regulate their emotions), the client may be more likely to switch firms, thereby hindering the
organization as a whole. Research has shown that something as simple as a smile can change the
affective state of the client in the exchange (Hennig-Thurau et al., 2006), so the organization
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should be focused on selecting and utilizing employees who are not only functionally, but also
emotionally, competent.
Since “employees vary substantially in their capacity to build relationships with
customers and understand their emotional needs” (Delcourt et al., 2012, p. 6), the perceived level
of a hotel CSM’s EC is an important construct to consider as an antecedent to perceived
relationship quality. Moreover, Delcourt et al. (2012) found that the interpersonal aspect of
service partially mediates the positive correlation between an employee’s emotional competence
and loyalty in the relational exchange, and that an employee’s awareness of the personal
dimension in the relationship can help them to customize the services for their clients. As a
result, it was reasonable to consider that if the hotel CSM is emotionally competent, the meeting
planner will begin to like, trust and feel committed to the hotel CSM through their a rational
assessment of the relationship based on their expectations of performance on services contracted
in the exchange.
Consequently, the following relationship was hypothesized:
H2:

Hotel CSM emotional competence is positively related to meeting planners’

perceptions of relationship quality.

Relationship Quality as a Higher-Order Construct
Since the buyer’s perception of employee performance has been established as an
antecedent to behavioral intentions (Burton, Sheather, & Roberts, 2003), relationship quality is a
higher-order outcome construct of a meeting planner’s perceptions of hotel CSM competency
(emotional and functional) and an indicator of repeat purchase intention, in the current study.
The current state of the literature surrounding which dimensions make up relationship quality as
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a higher-order construct is clouded (Beatson, Lings, & Gudergan, 2008). It is plausible to
consider that one of the reasons why researchers cannot come to a consensus is because the
dimensions of relationship quality may depend on the setting under which it is researched. Some
of the dimensions most commonly investigated in the literature include: satisfaction,
cooperation, trust, communication, care, honesty, interactions, investments, longevity, closeness,
attraction, coordination, adaptation, and bonds (Heffernan et al., 2008). When evaluating
intentions to repurchase, the most commonly adopted dimensions of relationship quality in a
BTB context are trust and commitment (Morgan & Hunt, 1994; Beatson et al., 2008; Heffernan
et al., 2008; Cannière, Pelsmacker, & Guens, 2009; Vidal, 2012; Bardusakite, 2014), and the
selected dimensions should be tested as part of a higher-order construct if evaluating an
exchange partner’s perceptions (Cannière et al., 2009).
There has been some evidence to establish how meeting planners become loyal to
convention hotels via relationship quality with hotel sales people (Lee & Heimstra, 2001),
warranting the inclusion of trust as an important dimension of relationship quality. Likewise,
according to Rauyruen and Miller (2007), “trust is an important feature or aspect in the building
and development of quality relationships through making and keeping promises” (p. 24), while
also justifying commitment as a critical component of relationship quality. In fact commitment
has been found to be one of the most widely studied mediators to loyalty in a BTB context
(Barduskaite, 2014). A meta-analysis of trust and commitment revealed that the “mean
correlation is larger for interpersonal trust (0.74) than for inter-firm trust (0.55)” (Brudvig, 2007,
p. 34), lending support for the inclusion of interpersonal related factors as a dimension of
perceived relationship quality.
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It has been shown that buyers who have a personal relationship with their service
provider also maintain an increased level of service usage (Gutek et al., 1999). Thus, if a buyer is
willing to enter into a personal relationship with their service provider, it was conceivable to
presume that the buyer’s level of positive affect (i.e. liking) toward the supplier was important to
include as one dimension of perceived relationship quality. From a theoretical standpoint, the
justification for the inclusion of likability was rooted in the industrial-organizational psychology
literature surrounding leader-member exchange. However, it should be noted that an individual’s
level of likability could either dominate the exchange, or contribute minimally to the
effectiveness of the relationship (Liden & Maslyn, 1998). While the exchange in the present
study was focused in a BTB context rather than a leader-member context, both relationships are
types of exchanges. Since the practice of adopting constructs from other streams of literature is
acceptable in order to expand theory and add to the body of knowledge (Garbarino & Johnson,
1999), likability was added as a dimension of perceived relationship quality in an effort to refine
it as higher-order construct.
Previous research has established that neglecting the interpersonal aspect of service in the
exchange would likely decrease the chances of finding a positive correlation between EC and
loyalty (Delcourt et al., 2012). It should be noted that interpersonal-related factors were also
found to contribute to how the buyer perceives the firm, and lend implications toward the fact
that loyalty to person may supersede loyalty to the firm (Guenzi & Pelloni, 2004). Thus,
following Oliver’s (1999) cognition-affect-conation framework that supports inclusion of the
affective dimension (likability toward supplier) as an antecedent toward the buyer’s intention to
repurchase (Barduskaite, 2014), likability was added as a third indicator of perceived relationship
quality.
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Consequently, the following hypothesis was proposed:
H3:

A meeting planner’s perception of relationship quality with the hotel CSM is a

second order latent construct that reflects the first order factors of: trust, commitment,
and likability.

Relationship Quality and Repeat Purchase Intention
It should be noted that it was not the intention of this study to evaluate actual loyalty, or
loyalty a multidimensional endogenous construct; rather, only behavioral loyalty was
investigated. Testing all loyalty as a multidimensional construct, or actual loyalty, in the BTB
exchange in the current context would have been premature at this stage, as the convention
literature is absent of support for the antecedents under investigation in this study; emotional
competence, functional competence, and relationship quality on the basis of trust, commitment,
and likability.
Cannière et al. (2009) speculate that the antecedents of loyalty in the exchange can be
confusing, as the literature is ambiguous with regard to how an individual forms their intention to
repurchase. Relational factors like trust and commitment are among the most commonly studied
antecedents to loyalty in a BTB context (Weber, 2001b; Barduskaite, 2014). Verhoef (2003)
hypothesized that “relationship marketing theory and customer equity theory posit that
customers’ perceptions of the intrinsic quality of the relationship (i.e. strength of the
relationship) and customers’ evaluations of a supplier’s offerings shape customers’ behavior in
the relationship” (p. 31), which makes it reasonable to contend that a meeting planner’s
perceptions of relationship quality with their hotel CSM would direct their intentions to
repurchase. According to Hennig-Thurau et al. (2002), the basic assumption of relationship
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quality is that, “the customer’s evaluation of the relationship is central to his or her decision to
leave the relationship with the service provider [and] most conceptualizations of relationship
quality build on Morgan and Hunt’s (1994) commitment-trust theory” (p. 234), and the literature
supports the following trust, commitment and likability as antecedents to loyalty in both BTB
and BTC service exchanges (Goodwin & Gremler, 1996; Gremler & Gwinner, 2000; HennigThurau et al., 2002; Guenzi & Pelloni, 2004; Butcher et al., 2001; Barduskaite, 2014).
The relational exchange should create barriers to switching behavior (Dwyer et al., 1987)
since the end goal for many organizations is to make the exchange functional so that the
relationship benefits the firm. Yet, because some of the research has established that a buyer will
follow the employee to another firm if they perceive the relationship as positive, there could be a
negative impact to the firm (Guenzi & Pelloni, 2004), even if they are content with the current
offerings in the property at which there were last serviced. Therefore, since the current study
evaluated the BTB exchange in an person-person context, rather than organization-organization,
the current study evaluated repeat purchase intention in two separate outcomes: (1) the meeting
planner’s intention to repurchase with the hotel CSM at the property that they were last serviced
at, and (2) the meeting planner’s intention to repurchase with the hotel CSM at a new property if
the hotel CSM has left the property that they were last serviced at. Likewise, in order to test this
position, this study sought to determine which outcome of repeat purchase intention was most
strongly predicted by the meeting planner’s perception of relationship quality with the hotel
CSM.
Consequently, the relationships were hypothesized:
H4:

Meeting planners’ perceptions of relationship quality with the hotel CSM is

positively related to their intention to repurchase/rebook at the same property where the
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CSM was employed at the time of the exchange, regardless if the hotel CSM is still
employed at that property.
H5:

Meeting planners’ perceptions of relationship quality with the hotel CSM is

positively related to their intention to follow the hotel CSM to another property.
In summary, this chapter began with explaining the state of literature surrounding
functional competence in the hospitality industry, and was followed by a discussion of the
minimal research that addresses the KSAs needed for professionals in the MICE industry, in
particular hotel CSMs. Emotional competence, relationship quality, and loyalty were introduced
and the theoretical foundation and application of each construct in a services context was
discussed. Lastly, the theoretical framework and the hypotheses for the study were presented.
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CHAPTER 3: METHODOLOGY
A mixed method research design was selected to meet this study’s objectives, primarily
because the competencies of hotel CSMs have not been established in the literature, nor is there
an existing instrument to assess hotel CSMs on said competencies. Thus, a qualitative
component was needed in order to identify hotel CSM competencies, prior to delivering the
instrument and testing the study’s hypotheses. As such, the subsequent sections will follow the
exploratory sequential approach that was utilized to meet this study’s objectives. Exploratory
sequential approaches are useful when the researcher is seeking to build a quantitative
component of a study from qualitative analysis, and where quantitative data collection cannot
occur until the qualitative results are analyzed (Creswell, 2013). Moreover, this approach was
better suited to provide a more robust interpretation of the data in order to address the research
problem with higher levels of internal and external validity (Campbell, 1986).
In the exploratory stage, the qualitative segment of the study was conducted to uncover
the functional competencies of hotel CSMs as identified by meeting planners and the hotel
executives who are responsible for the success of the convention services department, and an
instrument to assess the functional competencies of hotel CSMs was developed using a generic
item stem for each competency (i.e. the hotel CSM is… [competency]). Next, the quantitative
segment of the study was conducted to test the hypotheses. The correlations between the meeting
planners’ perceptions of functional and emotional competencies of the hotel CSMs and their
perceptions of the quality of the relationship on the basis of trust, commitment, and likability;
and the correlations between the meeting planners’ perceptions of relationship quality and their
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intentions to repurchase at the property at which they were last serviced, and their intentions to
repurchase with the hotel CSM, if employed at another property, were examined.
The purpose of this study was to investigate how hotel CSM competency performance
(functional and emotional) influences a meeting planner’s perception of relationship quality with
the CSM, and ultimately their intention to repurchase/rebook at the property where the hotel
CSM was employed at the last time of service based on those perceptions. This study also
considered loyalty to person, over loyalty to firm, as part of the analysis to determine if the
aforementioned antecedents contributed more incrementally to a meeting planner’s switching
behavior. This chapter addresses the research design and methods that were utilized to meet this
study’s purpose and objectives. The following sections address the study’s sampling frame, the
survey instruments that were used, the process for data collection, and the analysis techniques
that were used to test this study’s hypotheses.

Sampling Frame
Again, since a portion of this study was exploratory, a mixed-mode methodology was
employed to meet this study’s objectives, thus two different sampling frames were identified. For
the qualitative component, two purposive samples were targeted. First, hotel executives of major
hotel brands in the Central Florida region that operate convention hotels, were targeted to
identify the overarching functional competencies that hotel CSMs should possess, according to
company human resource standards. The researcher approached the hotel executives and
obtained permission to conduct the semi-structured interviews. Second, to gain the perspective of
the hotel CSM’s clients, meeting planners were targeted in order to validate the functional
competencies of hotel CSMs as identified by the hotel executives, and to add any new
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competencies deemed as important. The researcher approached meeting planner members of
Meeting Professionals International (MPI) in the Central Florida region and gained permission to
conduct two focus groups.
For the quantitative component (the survey), meeting planner members of MPI across the
continental United States were targeted as the source for data collection, since many of the
meeting planner members of MPI are likely to have interacted with hotel CSMs at some point in
their career. The researcher is a paying member of MPI, and therefore had the access and
permission to contact members of the MPI Global database, as part of their membership to the
association.

Interview & Focus Group Questions
In accordance with Creswell (2007), the questions for the semi-structured interviews for
the hotel executives, and the questions for the focus groups for meeting planners, were formed
based on a narrowing of the central research question: what are the functional competencies of
hotel CSMs? This study drew on the MBECS (Cecil et al., 2013) as a basis for developing the
interview and focus group questions. Table 2 displays the pre-determined semi-structured
interview questions that were asked of hotel executives; Table 3 displays the pre-determined
focus group questions that were asked of meeting planners. The focus group questions were
intentionally set to be broader than the interview questions, in order to uncover additional and/or
unique performance indicators that are important to meeting planners. All questions were tested
for face-validity with external auditors (colleagues of the researcher) in accordance with
Creswell (2007) and Maxwell (2013).
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Table 2: Hotel Executive Semi-Structured Interview Questions
Question
1 What is the title of the position for the employee who services association and/or
corporate market groups while they are at your property?
2 On average, how many groups does the employee service at one time? Is there a
maximum they are allowed to service at one time (while group is in house, and active
files?
3 What are the functional roles and responsibilities for the employee?
4 What are the metrics used to evaluate the employee’s performance?
5 Do you currently evaluate the employee on soft skill performance? If so, please explain.
6 Would you be willing to share a job description for that position?
Table 3: Meeting Planner Focus Group Questions
Question
1 What are some of the experiences that you’ve had with hotel CSMs that were positive?
2 What made your event successful (what did they do and how did that work for you)?
3 What were some of the experiences that you’ve had with hotel CSMs that were negative?
4 Demographic questions: How long have you been employed in the MICE industry? How
long have you been a meting planner? Where are most of your annual meetings held?
It should be noted that semi-structured approaches allow for the researcher to have a predetermined set of questions, while allowing them to move the conversation in a direction to
explore the topic more broadly (Trochim & Donnelly, 2008). Moreover, Maxwell (2013)
supports the researcher creating a plan for data collection, but suggests that the researcher should
also be open to revising the plan based on emergent data, as long as the questions remain close to
the research objectives. Thus, new questions emerged that were unique to each session based on
the participants’ responses, during both the interviews and the focus groups.
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Survey Instrument
The survey instrument was developed in parts for this study. First, qualitative data
analysis was conducted in order to identify the functional competencies to be measured. For the
remainder of the instrument, previous scales that are psychometrically robust and reliable for
assessing for emotional competence, relationship quality (trust and commitment), likability, and
repeat purchase intention were added. The final instrument consisted of five sections: 1)
functional competence, 2) emotional competence, 3) relationship quality (trust, commitment, and
likability), 4) repeat purchase intention, and 5) demographic information.

Qualitative Data Analysis
In order to construct the items for the functional competence section of the survey,
qualitative data analysis was conducted. In accordance with Creswell (2007), evidentiary
accuracy was accounted for by reaching the point of data saturation through more than 5 hours of
interviews, 2 hours of focus groups, and follow-up with participants over a period of several
months. Interview and focus group results were transcribed from the audio recordings of each
session, verbatim. Qualitative data analysis was conducted in stages using MAXQDA v.11.0,
and began with open coding to identify themes and extreme possibilities in the data (Creswell,
2007). The verbiage in the transcripts guided the analysis for coding, and the codes were
systematically compared to yield sufficient information in order to identify the most emergent
themes and patterns from the data. An inductive process allowed for the researcher to work back
and forth between the themes and the database to establish a set of themes. Deductive processes
were followed to ensure that enough evidence was gathered in order to support each theme. The
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final set of themes as then used in order to formulate the items that were used to assess the
functional competence of hotel CSMs. (Creswell, 2013).
The following strategies were used to ensure the accuracy of the findings, and to ensure
validity through trustworthiness, authenticity, and credibility of the data: triangulation, peer
review, member checking, rich/thick descriptions of functional competencies, and external audit
(Creswell, 2013). Each interview and both focus group sessions were recorded, the researcher
took notes, and a secondary researcher accompanied the primary investigator to ensure that
multiple perspectives were taken into account prior to analysis. The researcher conducted
member checking during and after the interviews and focus groups. During, the researcher
verified responses by asking for clarification on responses, and after, a summary of the findings
were shared with the participants for comment and verification. With regard to the external audit,
the auditor did not have a connection to the study, and was tasked with ensuring that the findings
were supported by the data.
To ensure reliability of the results, the researcher documented the procedures, and the
steps used, to collect data as much as possible. In accordance with Creswell (2013) the following
protocol for data collection and analysis was established to ensure reliability: all transcripts were
checked and compared to notes for mistakes, the results were coded by multiple researchers and
then cross-checked to ensure inter-rater reliability, and notes were made about each theme in
order to reduce drifting in the definition of the codes that were identified.

The Questionnaire
The first section of the questionnaire asked meeting planners to assess the functional
competence of hotel CSMs. Meeting planners were asked to evaluate the hotel CSM who last
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serviced their group on the functional competencies identified through qualitative analysis.
Fifteen (15) competencies were identified via the qualitative analysis and are presented in
Chapter 4. In accordance with Dillman, Smyth, and Christian (2009), it is preferable to use
bipolar scales with five (5) or seven (7) categories in order to reduce the ambiguity surrounding
the choices available to the respondent. Offering fewer choices reduces the amount of cognitive
effort the respondent needs to exert in order to answer the question (Dilman et al., 2009). Thus,
respondents were asked to rate their level of agreement on a Likert-scale of 1 (strongly disagree)
to 5 (strongly agree), for items like: transparent (honest and direct), perceptive (comprehends my
needs and communicates to appropriate departments), and proactive (anticipates my needs and
recovery), to name a few. Again, a comprehensive list of the fifteen (15) functional competencies
that were identified is presented in Chapter 4 under the qualitative data analysis section.
The second section of the questionnaire asked meeting planners to assess the emotional
competence of hotel CSMs. Meeting planners were asked to evaluate the hotel CSM who last
serviced their group on fifteen (15) items that reflect the following dimensions of EC: wellbeing, emotionality, self-control, and sociability (Table 4). With the emergence of EC as an
integrative model of knowledge, abilities, and traits (Kotsou et al. 2011), the evidence is stronger
to support measures of trait emotional competence, especially because recent findings have
shown traits measures have stronger psychometric properties (Petrides, 2009; Cooper & Petrides,
2010). Given the fact that people often have difficulty in evaluating their own performance
(Delcourt at al., 2010), EC was assessed by the clients of hotel CSMs (meeting planners), using
the short form of the Trait Emotional Intelligence Questionnaire, multi-rater assessment
(TEIQue-360° - SF). Multi-rater assessments have many benefits, one of which is balancing out
bias, but they are also subject to distortion due to such things as office politics, and the social
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setting in which the rater is assessing the individual (Cherniss, 2010). Each item was written in
singular third-person pronouns, and respondents were asked to rate the extent to which they
believe the hotel CSM is able to perform on a percentage scale (0% to 100%).
It should be noted that some of the emotional competence items were deemed as too
personal in nature, thereby requiring the meeting planner to have a close personal relationship
with the hotel CSM in order to answer accurately. For the participants in the current study, it is
likely that they did not have a close personal relationship with the hotel CSM, as indicated by the
demographic data. Since most of the meeting planners had only worked with the hotel CSM they
were evaluating one (1) time, and/or were introduced to the planner after contracting with the
venue, it is likely that they had not had the time to establish a close personal relationship with
them (demographic data can be found in Chapter 4). The entire instrument was distributed to the
sample, however and some of the items were removed prior to conducting confirmatory factor
analysis (a priori), in accordance with Kenny (2011) and Hoyle (2012). Table 4 reflects the items
distributed to participants, however, the following items were removed a priori to conducting the
confirmatory factor analysis: WB1, EM4, SC1, SC5, and SOC3.
Table 4: Emotional Competence Items
Dimension
Trait/Facet
Item Stem: The hotel CSM…
Well-being
Happiness
WB1 Is generally cheerful and feels good about
themselves and their life in general.

Emotionality

Optimism

WB2 Expects positive things to happen in their life and
tends to look at the bright side.

Self-esteem

WB3 Has a positive view of themselves and their
achievements.

Emotion
perception

EM1 Is good at reading other people’s feelings.
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Dimension

Self-Control

Sociability

Trait/Facet
Emotion
expression

Item Stem: The hotel CSM…
EM2 Is able to express their feelings to others.

Empathy

EM3 Can see things from another person’s point of view.

Relationships

EM4 Has good and fulfilling personal relationships with
people close to them.

Selfmotivation

SC1 Is internally driven by a need to produce highquality work and is unlikely to give up easily.

Stress
management

SC2 Holds up under pressure and is capable of dealing
with stress.

Adaptability

SC3 Is able to cope with, change, and adapt to new
things and environments.

Emotion
regulation

SC4 Can control their emotions.

Low
impulsiveness

SC5 Considers information carefully before making
decisions and is unlikely to give in to their urges.

Assertiveness

SOC Does not hesitate to stand up for their rights and
1 has leadership qualities.

Emotion
management

SOC Is good a managing other people’s emotions (i.e. by
2 consoling them or calming them down).

Social
awareness

SOC Has very good social skills.
3

Source: Petrides (2009)

The third section of the questionnaire asked meeting planner’s to assess their perceptions
of relationship quality with the hotel CSM. Respondents were asked to rate their level of
agreement across three dimensions of relationship quality: trust, commitment, and likability
toward the hotel CSM. Fourteen (14) items were adapted from Morgan and Hunt (1994) to assess
trust (7 items) and relationship commitment (7 items) on a Likert-scale of 1 (strongly disagree)
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to 7 (strongly agree). It should be noted that the relationship commitment items were adjusted to
assess perceptions of the relationship with the individual, rather than the firm. For likability,
three (3) affect items were adopted from an existing leader-member exchange scale, and were
deemed appropriate for the current context, as they are centered on the mutual affection that
members of a dyad have for each other (Liden & Maslyn, 1998). As previously mentioned,
adopting scales from other disciplines is acceptable in order to expand theory and add to the
body of knowledge (Garbarino & Johnson, 1999), and since a scale to assess likability does not
exist in the current context, the items were adapted from Liden and Maslyn (1998) to assess the
meeting planners’ level of likability toward the hotel CSM on a Likert-scale of 1 (strongly
disagree) to 7 (strongly agree). The seventeen (17) items that made up this section of the
questionnaire are presented in Table 5. Trust item 6 was removed a priori to conducting
confirmatory factor analysis in accordance with Kenny (2011) and Hoyle (2012) because the
item wording was deemed as too definitive and implies a close personal relationship between the
meeting planner and the hotel CSM.
Table 5: Relationship Quality Items
Dimension
Item
Trust
In our relationship, the hotel CSM…
1 Cannot be trusted at times. (R)
2 Is perfectly honest and truthful.
3 Can be trusted completely.
4 Can be counted on to do what is right.
5 Is always faithful.
6 Is someone that I have great confidence in.
7 Has high integrity.
Commitment
1
2
3
4
5

The relationship that I have with the hotel CSM…
Is something that we are very committed to.
Is very important to me.
Is of very little significance to me. (R)
Is something I intend to maintain indefinitely.
Is very much like being family.
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Dimension

Item
6 Is something I really care about.
7 Deserves my maximum effort to maintain.

Likability

1 I like my hotel CSM very much as a person.
2 My hotel CSM is the kind of person one would like to have as a friend.
3 My hotel CSM is a lot of fun to work with.

Sources: Morgan & Hunt (1994); Liden & Maslyn (1998)
(R) = Reverse – scored

The fourth section of the questionnaire assessed the meeting planners’ repeat purchase
intentions. To assess the meeting planners’ repeat purchase intentions with the property, four (4)
items were adapted from Zeithaml, Berry, and Parasuraman (1996) and Weber (2001b), and were
evaluated on a Likert-scale of 1 (strongly disagree) to 5 (strongly agree). To assess the meeting
planners’ repeat purchase intentions with the hotel CSM if the CSM were to be employed at a
different property the one at which they were last serviced, the same four (4) items from the
previous section (Zeithaml et al., 1996; Weber, 2001b) were modified to inquire about intentions
toward booking with the hotel CSM rather than the property, and were evaluated on a Likertscale of 1 (strongly disagree) to 5 (strongly agree). The eight (8) items that made up this section
of the questionnaire are presented in Table 6.
Table 6: Repeat Purchase Intention (RPI) Items
Outcome
Item
RPI – Property
1 I say positive things about the property.
2 I recommend the property to other meeting planners who seek
advice.
3 I consider this property as my first choice if I plan to host another
meeting in the same destination.
4 I plan to do more business with this property in the next few years,
regardless if the hotel CSM is employed there.
RPI – Hotel CSM

1 I say positive things about the hotel CSM.
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Outcome

Item
2 I suggest to other meeting planners that they ask for the hotel CSM
to be assigned to their group.
3 I ask that the same hotel CSM be assigned to my group if I plan
another meeting in the same hotel.
4 I plan to work with the hotel CSM in the next few years, regardless
of where they are employed.

Sources: Zeithaml et al. (1996); Weber (2001b)

The fifth and final section of the questionnaire gathered demographic information about
the meeting planner respondents. The following categories were assessed: number of times the
planner worked with hotel CSM evaluated in the study; at how many properties the planner
worked with hotel CSM evaluated in the study; the point in time at which they planner was
introduced to the hotel CSM (i.e. before or after contracting); if the planner was introduced to a
new hotel CSM after contracting, and if it changed their perception; which chapter of MPI the
planner belongs to (if at all); planner type (i.e. association, corporate, third-party/independent,
other); years of experience in the MICE industry; length of time employed as a meeting planner;
size of largest annual meeting planned; the destination most utilized for their largest annual
meeting; gender; and ethnicity.

Questionnaire Reliability
In accordance with Dilman et al. (2009), the instrument was pilot tested on a subsample
of the population prior to implementation to evaluate how well the questions connect, the
questionnaire as a whole, and the procedures for implementation. The proposed questionnaire
was sent to twenty (20) meeting planners in order to check the following: face validity, grammar
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and spelling, item phrasing, the design of the questionnaire, comprehension of the items and
instruction, and completion time. The instrument was also sent to six (6) individuals who are not
in the MICE industry to gain a more holistic evaluation of the questionnaire. At the close of the
questionnaire, an open ended question was added, asking the participants to provide feedback on
the instrument with regard to ease of understanding and clarity of the instructions, and questions
contained within. A Cronbach’s coefficient alpha procedure was used to conduct an item analysis
for each section of the questionnaire, to ensure that the questionnaire was free from random error
(DeVellis, 2012). In general, higher values (closer to 1) indicate a greater internal consistency,
but a minimum level of 0.70 is recommended (Nunnally, 1978). Generally, the fewer items in a
scale, the smaller the coefficient will be (Pallant, 2010).
A total of twenty-six (26) individuals completed the pilot test. Since the pilot test was the
first step in the quantitative analysis portion of the study, the results are presented in Chapter 4
after the qualitative data analysis section. This was done for purposes of continuity in presenting
the results of this study, as the functional competency items needed to be identified prior to pilot
testing the instrument.

Data Collection
For the qualitative component, data collection was split into two phases, after obtaining
IRB approval and informed consent for exempt human subsets research (see Appendix A for IRB
outcome letter). In the first phase, the researcher emailed five (5) different hotel executives of
major hotel brands that host conventions on premise in the Central Florida area to participate in
semi-structured interviews. The names of the individuals and the hotels were kept confidential in
order to protect the identity of the participants. The interviews lasted between forty-five (45)
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minutes and one-and-a-half (1.5) hours in duration. Follow-up emails were sent to thank the
participants, and to request the formal job descriptions for hotel CSMs (if necessary) in order to
add any additional functional competencies that were not identified in the interview responses. In
the second phase, the researcher emailed thirty-eight (38) meeting planner members of MPI in
the Central Florida area to participate in one of two focus group sessions, from which ten (10)
participated in one of the two sessions. The names of the individuals were kept confidential in
order to protect the identity of the participants. Each focus group lasted approximately one (1)
hour. In both phases of data collection (interviews and focus groups), the purpose and scope of
the study were reviewed with participants, and informed consent was discussed at the beginning
of each session, to explain confidentiality and the IRB exemption of any risk from participating
in the study.
For the quantitative component, after obtaining IRB approval and pilot testing (see
Appendix B for IRB outcome letter), the final questionnaire was developed in Qualtrics, which
was the primary tool used for data collection. The data collection began in March and ended in
May of 2016.
With permission to contact members of MPI Global as part of the researcher’s
membership with the association, 8,293 members of MPI who identify as “planner” members in
the United States were purposively targeted to participate in the study. During the first round of
data collection, the questionnaire was sent to approximately half (4,100) of the meeting planner
members of MPI, where the participants were selected at random. From the initial launch
through mid-April, 213 respondents participated in the questionnaire. In order to achieve a
higher response rate, emails were sent to the remaining meeting planning members of MPI, and
the researcher began to employ other methods of data collection. For instance, the researcher
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attended a MICE industry full day educational session in Central Florida, and distributed paper
questionnaires, from which a total of three (3) responses were collected. A link to the
questionnaire was also posted on social media channels (i.e. Facebook and LinkedIn), and on
three media outlets by individuals in the MICE industry who volunteered to distribute the
questionnaire to their confidential distribution lists of meeting planners. From mid-April to the
beginning of May, and additional 114 responses were collected, totaling 328 responses. Four (4)
responses were deleted due to incomplete data (i.e. participant did not complete any questions in
the questionnaire), which yielded an overall sample size of 324 individual responses.

Quantitative Data Analysis
After completing data collection, the results were coded and entered into SPSS v.22.0. In
accordance with Hair, Black, Babin, and Anderson (2010), the data were cleaned to check for
missing data, outliers, and normality. The demographic information was assessed via descriptive
statistics in order to ensure that the sample was representative of the population. After the data
was cleaned, the assumptions were tested and the internal consistency of each of the scales used
was checked via reliability and item analysis using the Cronbach’s alpha coefficient. Subsequent
data analysis procedures were as follows:
1. Exploratory factor analysis (EFA) was conducted in order to explore how many latent
factors underlie the set of functional competence items (DeVellis, 2012).
2. Confirmatory factor analyses (CFA) were conducted in order to confirm the factor
structure of all constructs: functional competence (first order), emotional competence
(second order), relationship quality (second order), repeat purchase intention with the
property (first order), and repeat purchase intention with the hotel CSM (first order).
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3. Structural equation modeling (SEM) was conducted to test the proposed theoretical
model.

Exploratory Factor Analysis
As an interdependence technique, EFA enabled the researcher to reduce the data into
factors that explain the pattern of correlations within the set of observed functional competency
variables (Hair et al., 2010). Since the goal was to understand how the items group into latent
factors to account for the relationship among the variables, the common factor model was
adopted. Principal components analysis was utilized to determine the initial factor solution,
followed by a Promax rotation to obtain a standardized factor solution.

Confirmatory Factor Analysis
CFA is an interdependence technique that is used to test measurement theory and confirm
the dimensions and variables that represent the exogenous constructs before running a structural
equation model (Hair et al., 2010). After defining the individual constructs, the overall
measurement models were developed. Correlation matrices were generated in SPSS v.22.0, and
AMOS v.23.0 was used run CFA analyses on the following constructs: functional competence
(dimensions TBD), emotional competence (well-being, emotionality, self-control, and
sociability), relationship quality (trust, commitment, and likability), repeat purchase intention to
property, and repeat purchase intention to hotel CSM.
After specifying each model, content and construct validity were established through
goodness-of-fit indices, if the model was identified (two or more factors, and errors not
correlated). Overall model fit and individual model fit were evaluated for each model. Overall
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model fit is judged by comparing the sample (reality) and implied (theoretical) covariance
matrices; and individual fit is judged by evaluating the factor loadings. It is generally best to use
a combination of fit indices to evaluate overall model fit. Absolute fit indices allowed the
researcher to form a basic assessment of how well the model fits with the given sample. Of the
absolute fit indices, the Chi-Square ( 2) test is the most common statistical test for overall fit,
where smaller numbers (no larger than two times the degrees of freedom) that are not statistically
significant are an indication of a better fitting model. However, since the X2 test is sensitive to
sample size, the Root Mean Residual (SRMR) statistic was also reported, where a value less than
0.08 is considered as the cutoff value for adequate fit. Relative fit indices compare the chi-square
model to the null model. Of the relative fit indices, the Tucker-Lewis Index (TLI) also referred to
as the Non-Normed Fit Index (NNFI), was reported, where a value above 0.95 indicates adequate
fit. Non-centrality based fit indices are also commonly reported, because they allow for the
model comparison of nested models. With these fit indices, chi-square is equal to the degrees of
freedom as if the model were a perfect fitting model. The Comparative Fit Index (CFI) also
considers sample size, and an adequate fitting model show statistics above 0.95. The Root Mean
Square Error of Approximation (RMSEA) statistic allows the researcher to evaluate statistical
information on improper fitting due to the model not being specified correctly, where good
fitting models display values below 0.08. It should be noted that RMSEA should not be reported
for low degrees of freedom because it could inflate the results. To assess model parsimony
(whether or not the size of the estimated parameters is sufficiently large enough to warrant
estimation), the Parsimony Goodness of Fit Index (PGFI) should be reported. Parameter
estimates for each model should be evaluated to determine how well each of the indicators fit the
model (i.e. strength of the loadings). A statistically significant loading above 0.5 is desirable
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however 0.4 is acceptable (Ford, MacCallum, & Tait, 1986). It is important to note that loading
estimates can be statistically significant, but if their value is below 0.5, they do not warrant
inclusion in the model. To assess convergent and discriminant validity, the average variance
explained should be greater than or equal to 0.5, and to assess construct reliability, values should
be greater than or equal to 0.7. (MacCallum, Widaman, Zhang, & Hong, 1996; Hu & Bentler,
1999; Hair et al., 2010).
Should a model fit poorly, Hair et al. (2010) recommend that the modification indices
should be consulted, along with the standardized residuals to ensure that the values do not exceed
|4.0|. However, when conducting CFA analyses, adjusting a model based on modification indices
and/or standardized residuals “will often result in further model misspecification and overfitting”
(Hoyle, 2012, p. 373), and should only be utilized if the modifications can be conceptually
and/or theoretically justified. Congruently, any modifications that are made a priori need to be
theoretically meaningful (Kenny, 2011), relative to the context under investigation. Thus in the
current study, rather than using modification indices and/or standardized residuals to adjust for
model fit after the confirmatory factor analysis is run, item modifications were made a priori as
not to take advantage of chance, and risk overfitting the model (Kenny, 2011).

Structural Equation Modeling
SEM is a dependence technique that is used to simultaneously test the relationships
between the measurement models (i.e. the structural theory) as specified in previous CFA
analyses (Hair et al., 2010; Hoyle, 2012). In the current study, five latent constructs were
included in the structural model: functional competence, emotional competence, relationship
quality, repeat purchase intention to property, and repeat purchase intention to hotel CSM. It is
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important to note that using SEM over other dependence techniques like multiple regression is
preferred as SEM allows the researcher to better control for measurement error. In SEM, the
error is estimated and removed leaving only common variance, which increases the reliability of
the measurement (Hair et al., 2010).
In specifying the model, initial constraints were placed on the model because latent
variables cannot be directly measured. This can be done in one of two ways. The researcher can
either fix the variance of each latent variable to 1 (method of standardizing the variables), or fix
the value of one directional relation for each error term to 1 (allows the researcher to estimate
error variance). If the model is identified, it should be estimated to assess goodness-of-fit. The
estimation process in SEM is composed of iterative procedures that allow for a series of
estimates of free parameters to generate an implied covariance matrix that is similar to the
observe covariance matrix. The result is a single goodness-of-fit value, where the fit of the model
increases, as residuals grow closer to zero. Overall model fit was assessed according to the same
indices previously identified in CFA analysis: X2, SRMR, NNFI, CFL, and RMSEA. Parameters
(paths) cannot be estimated in models with poor fit, so the modification indices and standardized
residuals should be consulted in such cases. Parameter estimates in adequate fitting models
demonstrate the strength of the relationships between constructs in the structural model. (Hair et
al., 2010; Hoyle, 2012; Tabachnick & Fidell, 2013).
In summary, this chapter outlined the research methodology that was used in this study.
The sampling frame, the instruments utilized in the questionnaire, the data collection procedures,
and analysis techniques used to construct the functional competence items and test the
hypotheses for this study were explained in detail.
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CHAPTER 4: FINDINGS
This chapter reports the results of the data collection process, the qualitative analysis, and
empirical analysis to test the hypotheses in this study. MAXQDA v.11.0 was utilized to code and
group the verbatim responses from the semi-structured interviews and focus groups into themes,
in order to determine the functional competencies that were included in the questionnaire. SPSS
v.22.0 and AMOS Graphics v.24.0 were utilized to perform the subsequent analyses in this
chapter. The results of the qualitative analysis (i.e. data coding), data screening, descriptive
statistic results, exploratory factor analysis (EFA), confirmatory factor analyses (CFA), and
structural equation modeling (SEM) are presented. As a point of reference, Table 7 presents the
hypotheses that were tested in this study.
Table 7: Hypotheses
Number Hypothesis
H1 Hotel CSM functional competence is positively related to meeting planners’
perceptions of relationship quality.
H2 Hotel CSM emotional competence is positively related to meeting planners’
perceptions of relationship quality.
H3 A meeting planner’s perception of relationship quality with the hotel CSM is a
second order latent construct that reflects the first order factors of: trust,
commitment, and likability.
H4 Meeting planners’ perceptions of relationship quality with the hotel CSM is
positively related to their intention to repurchase/rebook at the same property where
the CSM was employed at the time of the exchange, regardless if the hotel CSM is
still employed at that property.
H5 Meeting planners’ perceptions of relationship quality with the hotel CSM is
positively related to their intention to follow the hotel CSM to another property.
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Qualitative Study Results
The following section will outline the collective results from two phases of data
collection: the semi-structured interviews, and the focus groups. Again, the sampling frame for
the qualitative component consisted of two purposive samples: interviews with five (5) hotel
executives of major hotel brands in the Central Florida region that operate in convention hotels
who can identify the overarching functional competencies of hotel CSMs, in accordance with
company human resources standards; and two (2) focus groups with the clients of hotel CSMs
(10 meeting planners) to confirm hotel CSM functional competencies, as identified by the hotel
executives, and to add any new competencies, if necessary.
The semi-structured interview transcripts were combined with the focus group transcripts
during analysis. This was done to determine where the competencies as identified by the hotel
executives, overlapped with the competencies as identified by the meeting planners. Doing so
allowed the researcher to align the prescribed job responsibilities of hotel CSMs as identified by
the hotel executives, with the expectations of competency performance by the meeting planners,
adding stronger support for inclusion for, or exclusion of, the competencies that emerged in the
data. To ensure that the results were reliable, percent agreement was used for assessing
intercoder agreement, which allows the researcher to keep a running count of where agreement
occurred (Guest, MacQueen, & Namey, 2012).
Intercoder agreement ensures that each coder agreed on the codes for passages in the
transcripts (Creswell, 2014), and was calculated as follows, in accordance with Guest et al.
(2012): # of agreements / (# of agreements + # of non-agreements). Each competency was then
grouped according to its parent code, and intercoder agreement was calculated for the
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overarching competency. Several competencies were not included for one or more of the
following reasons: the code had a low frequency (i.e. meaning executives and/or planners did not
identify the competency frequently); the code had low intercoder reliability; or the code
overlapped with other competency areas. A complete list of coding structure and respective
intercoder reliabilities for the competencies that were identified via coding the verbatim
transcripts by the primary and secondary coders can be viewed in Appendix D.
A total of fifteen (15) competencies were deemed as appropriate for inclusion based on
the 80% cutoff value for good intercoder agreement (Guest et al., 2012), and due to the high
volume at which executives and planners identified the competency (indicated by high frequency
of codes). The competencies included in the questionnaire are displayed in Table 8. While the
entire list of competencies was distributed via the instrument to the entire sample for evaluation,
Item 1 was removed a priori to running the confirmatory factor analysis in accordance with
Kenny (2011) and Hoyle (2012) because the word “professionalism” is likely to mean different
things to different people. For example, one respondent might have higher, or different,
expectations of professionalism from their hotel CSM; thus, due to the subjectivity of the
definition in the current context, the item was removed.
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Table 8: Functional Competence Items
Item Stem - The hotel CSM…
1 Demonstrates professionalism.
2 Is transparent (honest and direct).
3 Is efficient (multi-tasks customer and operational demands).
4 Is adept (executes program well).
5 Is authoritative (demonstrates leadership and supervisory skills).
6 Is proactive (anticipates needs and recovery).
7 Is inventive (matches my expectations with the property’s capabilities).
8 Is service oriented (demonstrates good interpersonal skills).
9 Is persistent (follows through).
10 Is perceptive (comprehends my needs and communicates to appropriate departments).
11 Is my advocate with the hotel and vendors.
12 Is knowledgeable about all departments in the hotel.
13 Is attentive to detail.
14 Is knowledgeable about billing.
15 Is my liaison with the hotel and vendors.
Quantitative Data Analysis
Pilot Test Results
Twenty-six (26) individuals participated in the pilot test. There was positive feedback
related to the structure of, and time to complete, the questionnaire. Any grammatical mistakes
that were noted by the participants were corrected. Several participants suggested changing the
sliding bar on the emotional competence items from being fixed to lock on the percentages (0,
25, 50, 75, 100), to being free to move between the percentages, so the format was adjusted and a
“not applicable” option was added. Some of the participants expressed a concern related to the
emotional competence items due to the personal nature of the questions, stating that, “I can’t
really say what kind of person they truly are - just what I perceive”; or “difficult to answer some
of the more personal questions about the CSM”. The emotional competence items were not
adjusted for the final questionnaire, but the concern was noted in the event a problem arose
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during the data analysis with regard to the reliability of the items. Likewise, this feedback further
serves as justification for the a priori removal of the items that implied a close personal
relationship between the meeting planner and the hotel CSM.
A Cronbach’s coefficient alpha procedure was used to conduct an item analysis for each
section of the questionnaire (DeVellis, 2012). Overall, the internal consistencies were above the
cutoff value (0.70) for reliability (Nunnally, 1978; Pallant, 2010). Because the sample size was
small, and all coefficients were above the cutoff value, it was not necessary to remove any items
on the final questionnaire. However, via the reliability analysis procedure in SPSS, the items that
were suggested for removal to improve internal consistency were noted under “scale if item
deleted”, as to be aware of potentially problematic items during analysis of the main study (Table
9).
Table 9: Pilot Test Internal Consistencies
Section
Alpha Coefficient
Part 1:
α = 0.911
Functional Competence
(15 items)

Scale if Item Deleted
If remove Item2 – alpha increases to
0.922

Part 2:
Emotional Competence
(15 items)

α = 0.924

If remove SOC3 – alpha increases to
0.928

Part 3:
Relationship Quality
(17 items)

α = 0.874

If remove reverse coded item Trust1 –
alpha increases to 0.892
If remove reverse coded item
Commitment3 – alpha increases to
0.900

Part 4:
Repeat Purchase Intention
(8 items: 4 hotel, 4 CSM)

Property
α = 0.912

If remove RPI_Prop4 – alpha increases
to 0.913

Hotel CSM
α = 0.898

None suggested for removal.
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Data Screening
The target population for this study was domestic meeting planners across the continental
United States. The sampling frame consisted of meeting planner members of MPI who had
worked with a hotel CSM in the United States. A 67-item electronic questionnaire (created in
Qualtrics) was distributed to 8,293 meeting planner members of MPI, and 124 individuals via
paper, who participated in the full-day MICE industry educational session in the Central Florida
area; totaling 8,417 total surveys distributed by the researcher. 328 responses were retrieved,
representing a 4% response rate. A total of four (4) responses were deleted for incomplete data
(i.e. the respondent did not complete any of the questionnaire), which resulted in a reduced
sample size of 324 individual responses.
In accordance with Hair et al. (2010), a missing values analysis was conducted, and the
following data cleaning procedures were implemented. The Little’s MCAR test p > 0.05, where
p=.000, indicated that the data was not missing completely at random. However, it should be
noted that data sets that contain missing data are almost never diagnosed as MCAR, and due to
the strict assumptions associated with classifying data as MAR, it can be challenging to fully
meet said assumptions in practice (Newman, 2014). To handle missing data, maximum
likelihood (FIML) or multiple imputation (MI) techniques are preferred over other techniques
like single imputation, listwise, or pairwise deletion, because the former “provide less biased,
more powerful estimates than any of the other available missing data techniques” (Newman,
2014, p. 377). Likewise, either method allows for preservation of the complete data set (i.e. all
cases) (Newman, 2014). Since preservation was preferred, the MI method was selected to handle
the missing data for the EFA, and FIML was selected for the subsequent analyses.
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In diagnosing the patterns of missing data, the highest recorded missing values were for
the emotional competence items (ranging from 12.7% - 44.8% missing), which would constitute
the missing data as construct-missing data (Newman, 2014). These results align with the
feedback from participants from the pilot test who suggested that it would be difficult to rate
hotel CSMs on items that were “personal in nature”, so it is possible that some respondents chose
to skip this section of the questionnaire altogether. Given the personal nature of the item
wording, it is possible that planners may have found it too difficult to assess the hotel CSM on
the aforementioned items, unless they have/had close and/or personal relationship with them, as
many of the participants indicated that they had only worked with the hotel CSM one (1) time, or
had been introduced to them 1-3 months after contracting. Since the respondents for the pilot test
did not indicate which items were inappropriate in the current context, an a priori evaluation of
the items was conducted to determine which items were suitable for retention in subsequent
analyses. The results of this evaluation are presented with the item reliability analysis, in the
internal consistencies section of this chapter (see Table 18).
Finally, the data were screened to ensure that the assumptions for univariate and
multivariate statistical procedures were not violated. A visual observation of histograms,
combined with an inspection of the statistics for skewness and kurtosis indicated some
nonnormality in the data; however when sample sizes exceed 200, the impact of nonnormality
decreases (Hair et al., 2010). Thus, data transformations were not performed.
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Descriptive Statistics
Personal demographics of the respondents can be found in Table 10. The majority of the
participants were female (88.0%), and Non-Hispanic, White (83.8%).
Table 10: Personal Demographics
Category
Gender
Male
Female
Preferred not to answer
Total
Ethnicity
Non-Hispanic, White
African-American or Black
Native Hawaiian or Other Pacific Islander
Hispanic or Latino
Asian or Asian American
Other
Preferred not to answer
Total
aMay

na

Percentage

28
234
4
266

10.5
88.0
1.5
100.0

223
13
1
7
8
5
9
262

83.8
4.9
0.4
2.6
3.0
1.9
3.4
100.0

not total 324 due to missing data

The respondents were also asked demographic questions related to the MICE industry;
see Table 11. The responses for organization type (i.e. what type of organization the planners
work for) was nearly an even split between Corporate (34.1%) and Association (31.8%). Since
the categories to select from were not comprehensive of all possible types of organizations that a
meeting planner could work for, an “other” category was listed as an option to select. The
majority of the respondents who identified with “other” indicated that they plan for non-profit
organizations (n=8), followed by education (n=5), association (n=3), third-party/all (n=3),
trade-shows (n=1), and government (n=1).
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The following demographics were categorized according to the respondents’ open-ended
responses: size of largest annual meeting, and destination used most frequently. As indicated in
Table 11, roughly half of the respondents indicated that the size of their largest annual meeting
planned is fewer than 1,000 attendees (51.9%). With regard to the destination, participants
indicated that they plan more meetings across the entire United States (29.6%), rather than the
same destination (i.e. they move from the west coast, to the east coast, to the Midwest
frequently). It should be noted that there were several general descriptions from participants
regarding the U.S. or domestic locations. Therefore, those responses were grouped together to
form one category, called “nationwide” (n=67). For instance, fourteen (14) respondents indicated
that it “varies”, nine (9) respondents indicated “across the entire U.S.”, three (3) respondents
indicated “domestic”, two (2) respondents indicated “in country”, and one (1) respondent
indicated “resort properties across the “U.S.”. Likewise, the thirty-eight (38) respondents who
listed specific cities that were all across the country (i.e. from east to west coast like, “Anaheim,
Orlando, Philadelphia”) were grouped under the “nationwide” category.
Moreover, thirty-two (32) responses were removed from the analysis because the
respondents did not answer the question in a way that allowed the researcher to identify a
destination (i.e. “beach/resort”, “changes every year”, “convention centers”, “depends”,
“Doubletree or Marriott”, “hotels”, “in town”, “large cities”, “local”, “flexible”, “N/A”, “on
campus”, “large hotel conference center”, “TBD”, “travels every year”, “warm weather”). There
were also three (3) responses removed, for indicating the use of “first-tier destinations” and one
(1) removed for “second-tier destinations”. Destinations are “tiered” according to attributes of
the destination. For instance, first-tier cities are designated according to: how accessible they are
by air/road (DiPietro, Brieter, Rompf, & Godlewska, 2008), contain a convention center with a
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minimum of 500,000 of gross square feet of exhibit space, and have 10,000 minimum
committable sleeping rooms in the destination (Shimasaki, 2015). First-tier destinations are
widespread across the entire U.S. (i.e. Chicago, Orlando, Las Vegas), and therefore cannot be
grouped under the “nationwide” category. In other words, each planner may have a different
perception of what is/is not considered “first-tier”, and/or may have had a certain destination in
mind that is unknown to the researcher, so grouping those responses with another category
ambiguously would likely introduce bias into the results.
Table 11: MICE Industry Demographics
Category
Organization/Planner type
Association
Corporation
Third-Party/Independent
Other
Total
Years experience as a planner
Less than 3 years
4-7 years
8-11 years
12-15 years
16+ years
Total
Years experience in MICE industry
Less than 3 years
4-7 years
8-11 years
12-15 years
16+ years
Total
Size of largest annual meeting plannedb
Under 1000 attendees
1000-5,000 attendees
5,000-10,000 attendees
10,000-20,000 attendees
20,000+ attendees
Total
Destinations used most frequentlyb
Nationwide (east, west & central regions)
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na

Percentage

84
90
65
25
257

31.8
34.1
24.6
9.5
100.0

14
24
50
53
124
265

5.3
9.1
18.9
20.0
46.8
100.0

22
25
43
40
127
258

8.5
10.1
16.7
15.5
49.2
100.0

132
91
17
9
2
254

52.0
36.0
7.0
4.0
1.0
100.0

67

33.0

na
51
44
34
8
204

Category
East coast
West coast
Central
International
Total
aMay
bSub

Percentage
25.0
22.0
17.0
4.0
100.0

not total 324 due to missing data
category labels as indicated by meeting planners

Since the MPI database was used to target meeting planners, the respondents were also
asked to indicate which chapter of MPI they belonged to. A complete list of frequency statistics
per chapter can be found in Appendix E. The majority of respondents indicated that are either not
a member of MPI (8.9%), or belong to the Potomac or the Georgia chapters (6.1%, each). It
would have been possible for non-MPI members to participate the survey, since individuals other
than the researcher, volunteered to send the survey to their planner distribution lists. Double-digit
numbers were also reported for membership in the Greater Orlando chapter (4.5%), the North
Florida chapter (4.1%), and the Dallas/Fort Worth chapter (4.1%).
Finally, the respondents were asked about their frequency of interaction with the hotel
CSM evaluated in this study; see Table 12 for the demographic statistics related to these items.
Over half of respondents indicated that they had only worked with the hotel CSM they evaluated
one (1) time (61.7%), and the majority had only worked with that CSM at one (1) property
(92.4%). Further, 84.2% of planners indicated that they were not introduced to the hotel CSM
after contracting with the venue, and most were introduced after contracting at 1-3 months from
the date of signing (59.7%). If the planner had been introduced to a new hotel CSM after
contracting, they were asked if their perceptions of the property changed. This question was not
applicable to over half of the respondents (60.2%), however, the majority of those who
responded indicated that it did not change their perception of the property (25.9%).
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Table 12: Hotel CSM Interaction Demographics
Category
Frequency of interaction with CSM
1 time
2 times
3 times
4+ times
Total
Number of properties worked with CSM
1
2
3
4+
Total
Introduction to CSM
Before contracting
After contracting
Total
Months introduced after contracting
1-3 months
4-6 months
7-10 months
Other
Total
Change in perception of property if introduced to new CSM
Yes
No
Not Applicable
Total
aMay

na

Percentage

163
37
26
38
264

61.7
14.0
9.8
14.4
100.0

244
14
2
4
264

92.4
5.3
0.8
1.5
100.0

42
224
266

15.8
84.2
100.0

132
31
32
31
221

60.0
14.0
14.0
14.0
100.0

37
69
160
259

13.9
25.9
60.2
100.0

not total 324 due to missing data

Exploratory Factor Analysis: Functional Competence
EFA was used to carry out the exploratory phase of this study on the functional
competence items, and to meet the aims of this study’s first research objective: to identify the
functional competencies of hotel CSMs. Thus, EFA was used assess the underlying latent
structure of the all of the functional competence items identified via qualitative analysis. An
evaluation of the descriptive statistics revealed that the standard deviations are smaller than the
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respective means and that no one standard deviation stands out as grossly remarkable in terms of
its size, relative to the other items. Based on the KMO and Bartlett’s Test results, we can reject
the null that the correlation matrix is an identity matrix because the sampling adequacy was
0.965, which is above the recommended value of 0.60. Bartlett’s test of sphericity was also
significant at p < 0.05. Both statistics are reported in Table 13.
Table 13: KMO & Bartlett's Test of Sphericity
Test
Kaiser-Meyer-Olkin
Bartlett’s Test of Sphericity
Approx. Chi-Square
df
Sig.

Statistic
0.965
5303.019
105
0.000

The maximum likelihood estimation procedure was used to extract the factors, as this
method pulls out the factors that are based on the shared variance among the items, thereby
explaining how many factors underlie a set of variables (Hair et al., 2010). Kaiser’s rule was
used to determine which factors were eligible for interpretation, as it requires that a given factor
is capable of explaining at least one of the variable’s variance, and is recommended when the
sample size exceeds 250 (Field, 2009). Using this rule, one factor was extracted (Table 14),
evidencing that this factor is capable or explaining 100% of all the variable variances. A plot of
eigenvalues can be viewed in Figure 2, which shows one (1) eigenvalue > 1.0.
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Table 14: Total Variance Explained
Initial Eigenvalues
Factor Total
% of Variance
1
10.985
73.232
2
.529
3.525
3
.489
3.262
4
.450
3.001
5
.388
2.586
6
.368
2.454
7
.301
2.008
8
.289
1.927
9
.241
1.607
10
.220
1.466
11
.180
1.198
12
.171
1.137
13
.152
1.011
14
.131
.873
15
.107
.711

Extraction Sums of Squared Loadings
Cumulative % Total
% of Variance Cumulative %
73.232
10.701
71.342
71.342
76.757
80.020
83.021
85.607
88.061
90.069
91.996
93.603
95.070
96.268
97.405
98.416
99.289
100.000

Extraction Method: Maximum Likelihood.

Figure 2: Scree Plot
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A review of the initial factor solution (Table 15) suggests that a proper solution was
obtained through maximum likelihood estimation.
Table 15: Factor Matrix
Item
1 Professional
2 Transparent
3 Efficient
4 Adept
5 Authoritative
6 Proactive
7 Inventive
8 ServiceOriented
9 Persistent
10 Perceptive
11 Advocate
12 HotelKnow
13 AttentDet
14 Billing
15 Liaison

Factor 1a
0.837
0.796
0.874
0.906
0.841
0.878
0.829
0.883
0.831
0.877
0.833
0.817
0.895
0.757
0.800

Extraction Method: Maximum Likelihood.
a1 factors extracted. 4 iterations required.

Prior to proceeding with the interpretation of the rotated factor solution, an evaluation of
the communalities (Table 16) was conducted, and revealed that all items were above the 0.25
cutoff value for inclusion, which further indicates that the one factor solution explains the
variance of all the items included. Promax rotation was selected as the method of rotation, as it
assumes that nonzero correlations in the factor solution are plausible (Field, 2009). Since there
was only one factor, a rotated solution was not generated.
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Table 16: Communalities
Item
1 Professional
2 Transparent
3 Efficient
4 Adept
5 Authoritative
6 Proactive
7 Inventive
8 ServiceOriented
9 Persistent
10 Perceptive
11 Advocate
12 HotelKnow
13 AttentDet
14 Billing
15 Liaison

Initial
0.771
0.681
0.787
0.822
0.715
0.801
0.740
0.825
0.725
0.777
0.741
0.700
0.805
0.595
0.690

Extraction
0.701
0.634
0.764
0.821
0.708
0.771
0.688
0.779
0.691
0.769
0.693
0.668
0.801
0.573
0.640

Extraction Method: Maximum Likelihood.

Since only one factor accounted for all of the shared variance among the items, the results
support testing functional competence as a single order factor in subsequent CFA analyses. The
name of the factor will remain functional competence (FC) in subsequent analyses.

Internal Consistency
Prior to running CFA and SEM analyses, the internal consistencies of each scale used in
the questionnaire were established. Again, the acceptable threshold for reliable items is when the
Chrobach’s alpha value is above 0.70 (Nunally, 1978; Pallant, 2010). Cronbach’s alpha can be
sensitive to the number of items in a scale; the more items the higher the alpha value (Field,
2009, Hair et al., 2010). Table 17 displays the internal consistencies for the items that made up
the initial measurement scales that were distributed in this study.
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Table 17: Initial Internal Consistencies
Section
Part 1:
Functional Competence
(15 items)

Alpha Coefficient
α = 0.974

Part 2:
Emotional Competence
(15 items)

α = 0.978

Part 3:
Relationship Quality
(17 items)

α = 0.897

Part 4:
Repeat Purchase Intention
(8 items: 4 hotel, 4 CSM)

Property
α = 0.906
Hotel CSM
α = 0.914

Sufficient reliability (Cronbach’s alpha above 0.85) was established for all 55 items in the
measurement scales of the five constructs proposed in this study: functional competence,
emotional competence, relationship quality, repeat purchase intention with the property, and
repeat purchase intention with the hotel CSM. While an alpha of 0.85 is sufficient for internal
consistency, a robust reliability analysis was utilized to ensure that the items used in subsequent
analyses were appropriate and to increase the reliability of the scale, via item analysis. Table 18
reflects the modifications that were made to each measurement scale for internal consistency
purposes.
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Table 18: Item Modifications
Item
Relationship Quality

Modification

Reason

Trust1

Removed

Improved internal
consistency – α to 0.919

Committment3

Removed

Improved internal
consistency – α to 0.940

RPI_Prop4

Removed

Improved internal
consistency – α to 0.914

RPI_CSM4

Removed

Improved internal
consistency – α to 0.936

Repeat Purchase Intention

As referenced in Chapter 3, since an assessment of the item wording in application to the
current context was conducted a priori in order to make theory-based decisions on which items to
remove or correlate prior to subsequent confirmatory factor analyses based on the context of the
current study, in accordance with Kenny (2011) and Hoyle (2012), another item analysis was
conducted in order to ensure that the internal consistencies of each measurement scale were not
drastically affected from the item modification procedure, and to ensure all values remained
above the 0.85 cutoff. Table 19 reflects the final internal consistencies of each measurement
scale.
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Table 19: Final Internal Consistencies
Section
Part 1:
Functional Competence
(14 items)

Alpha Coefficient
α = 0.972

Part 2:
Emotional Competence
(10 items)

α = 0.968

Part 3:
Relationship Quality
(14 items)

α = 0.933

Part 4:
Repeat Purchase Intention
(6 items: 3 hotel, 3 CSM)

Property
α = 0.914
Hotel CSM
α = 0.936

Appendix F reflects the 44 items that were retained for subsequent CFA and SEM
analyses, along with their respective descriptive statistics for means and standard deviations.

Confirmatory Factor Analysis
CFA was run on the data (n=324) using AMOS v.24.0 to confirm the latent structure of
the constructs being assessed in this study: functional competence, emotional competence,
relationship quality, repeat purchase intention to property, and repeat purchase intention to hotel
CSM. According to Harrington (2008), sample sizes between 100-200 is considered a medium
sample size if the model is not too complex, but a sample size greater than 200 typically
recommended. In this study, the model is not overly complex, but does have 44 indicators.
Typically, the higher number of indicators, would require the sample size to also grow, in order
to generate more accurate parameter estimates (MacCallum et al., 1999). Under the guidance of
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Preacher and MacCallum (2002), the general rules of thumb that apply to EFA for the N:p ratio
should also apply to CFA, as long as the model is not underspecified (Harrington, 2008). It is
important to note however, that the N:p ratio may not be as important, if the factors are strong
and clear (MacCallum et al., 1999).
Using a sample size of N=324, each measurement model was assessed individually, then
collectively in order to establish model fit, and convergent and discriminant validity in
accordance with Hair et al. (2010). Absolute, relative, and non-centrality based fit indices were
used to evaluate overall model fit for each confirmatory model. Table 20 presents the threshold
values for assessing goodness-of-fit.
Table 20: Threshold Values for Goodness-of-Fit
Fit Index
Abbreviation
2
Chi-square

Threshold Valuea
Small number is desirable with
a corresponding p-value > 0.05

Root Mean Square Error of
Approximation

RMSEA

0.055 – 0.08, p < 0.05

Comparative Fit Index

CFI

0.90 – 0.95; p < 0.05

Standardized Root Mean
Residual

SRMR

< 0.08; p < 0.05

Tucker-Lewis Index/NonNormed Fit Index

TLI/NNFI

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010

To assess individual fit, the parameter estimates should be above 0.4, and significant at p
< 0.05. It should be noted that estimates could still be statistically significant with a loading
below 0.4, which would warrant their exclusion from the model. Maximum likelihood estimation
(MLE) was used for all CFAs in this study since the goal of the analyses was to find model
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parameters that would maximize the likelihood of observing the same estimates if the same
population was sampled again. (MacCallum, Widaman, Zhang, & Hong, 1996; Hu & Bentler,
1999; Hair et al., 2010, Hoyle, 2012).

Confirmatory Factor Model: Functional Competence
The following section outlines the CFA procedure that was used to confirm the latent
structure of functional competence (FC) as a first order construct. The construct was measured
by fourteen (14) observed variables, and as such, met the requirements for identification (Hair et
al., 2010). Since one of the primary objectives of this study was to establish a set of functional
competencies for hotel CSMs, the CFA was not only done to confirm the underlying structure of
the construct as indicated by the EFA, but also to conduct a deeper investigation into whether or
not all of the items were appropriate for future research in the current context. Moreover, the
model was specified with correlations between the following sets of items because their wording
implied similar meaning in the current context: Item11 (is my advocate with the hotel and
vendors) and Item15 (is my liaison with the hotel and vendors); Item6 (is proactive (anticipates
needs and recovery)) and Item7 (is inventive (matches my expectations with the property’s
capabilities)). It should be noted that caution should be exercised when correlating errors. If it is
done, it should only be done between items of the same construct/factor, since adding a
correlation between two items if the relationship is not supported by theory, can quickly turn
CFA into an exploratory process (Hair et al., 2010; Hoyle, 2012).
A visual inspection of the output revealed that the initial model met the criteria for
acceptable fit; see Table 21. The chi-square statistic was statistically significant and large
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( 2=221.719, p < 0.001). A non-significant chi-square value can be expected when N increases,
as the power that the test has to enable the researcher to draw significant conclusions regarding
the overall fit of the model decreases. In other words, the chi-square test is sensitive to sample
size, and as a result, it is typically not weighted very heavily in model fit assessment (Hoyle,
2012). Therefore, other fit indices were consulted to accurately assess overall model fit. A
review of the parameter estimates yielded no suggestions for removal, as all estimates loaded
above 0.76 and were statistically significant at p < 0.001; see Figure 3.
Table 21: Functional Competence Overall Model Fit
Fit Index
Model Value
RMSEA
0.078
(0.066 ≤ CI90 ≤ 0.090)

Threshold Valuea
0.055 – 0.08, p < 0.05

CFI

0.970

0.90 – 0.95; p < 0.05

SRMR

0.023

< 0.08; p < 0.05

TLI/NNFI

0.957

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010
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Figure 3: Functional Competence Confirmatory Factor Model
Confirmatory Factor Model: Emotional Competence
Emotional competence (EC) was specified as a second order confirmatory model, with
four (4) first order factors: well-being (WB), emotionality (EM), self control (SC), and
sociability (SOC). In order to conduct a second order CFA there must be as least three (3) first
order factors, of which, each must have at least two (2) indicators (Klien, 2011). Since there were
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four (4) first order factors, and the number of indicators for those factors ranged from 2 – 5, the
model met the requirements for identification.
The second order CFA successfully converged all four first order factors onto the second
order construct (EC), but the output revealed a Heywood case on the correlation between EC and
SOC, which needed to be addressed before the interpretation over overall model fit could ensue.
A Heywood case is typically marked by a parameter estimate over 1.0, and/or occurs when the
error variance is negative for the estimate (Hoyle, 2012). The factor SOC had a residual variance
of -0.463, and the correlation between EC and SOC was 1.004 (p = 0.663). Due to the residual
variance being negative, small, and non-significant model fit was interpreted (Reifman, 2007).
The overall model fit well. A review of the parameter estimates yielded no suggestions for
removal, as all estimates loaded above 0.75 and were statistically significant at p < 0.001; see
Figure 4.
Table 22: Emotional Competence Overall Model Fit
Fit Index
Model Value
2
84.875, p < 0.001

Threshold Valuea
p > 0.05

RMSEA

0.073
(0.055 ≤ CI90 ≤ 0.092)

0.055 – 0.08, p < 0.05

CFI

0.980

0.90 – 0.95; p < 0.05

SRMR

0.029

< 0.08; p < 0.05

TLI/NNFI

0.965

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010
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Figure 4: Emotional Competence Confirmatory Factor Model
Second Order Confirmatory Factor Model: Relationship Quality
Relationship quality (RQ) was hypothesized to be a second order factor made up of the
following first order constructs: Trust (T), Commitment (C), and Likability (L); therefore a
second order CFA was deemed as an appropriate analysis technique to test the structure of the
model. The model met the requirements for identification as each second order construct was
composed of at least three first order factors and the number of indicators for the first order
factors ranged from 2 – 6 (Kline, 2011). Moreover, the model was specified with correlations
between the following sets of items because their wording implied similar meaning in the current
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context: Trust2 (is perfectly honest and truthful) and Trust3 (can be trusted completely);
Commitment1 (is something that I am very committed to) and Commitment2 (is very important
to me).
Hypothesis 3 was tested in this section, which stated that relationship quality was a
second order construct, composed of the following first order factors: trust, commitment, and
likability. The second order model converged successfully and yielded acceptable model fit; see
Table 23. A review of the parameter estimates yielded no suggestions for removal, as all
estimates loaded above 0.71 and were statistically significant at p < 0.001; see Figure 5.
Hypothesis 3 was supported, since model fit was achieved for relationship quality as a second
order construct made up of three first order factors: trust, commitment, and likability.
Table 23: Relationship Quality Overall Model Fit
Fit Index
Model Value
2
191.297, p < 0.001

Threshold Valuea
p > 0.05

RMSEA

0.072
(0.059 ≤ CI90 ≤ 0.084)

0.055 – 0.08, p < 0.05

CFI

0.967

0.90 – 0.95; p < 0.05

SRMR

0.052

< 0.08; p < 0.05

TLI/NNFI

0.952

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010
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Figure 5: Relationship Quality Confirmatory Factor Model
Confirmatory Factor Model: Repeat Purchase Intention
Two CFAs were conducted on the endogenous latent constructs: repeat purchase
intention with the hotel CSM, and repeat purchase intention with the property. Since there were
three (3) items loading on each of the constructs, each model met the requirements for
identification (Hair et al., 2010).
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The fit indices for the CFA for repeat purchase intention with the hotel CSM were not
reported because the model was saturated and therefore, exhibited perfect fit by definition. All
parameter estimates were above 0.90 and statistically significant at p < 0.001; see Figure 6.

Figure 6: RPI Hotel CSM Confirmatory Factor Model
Likewise, the fit indices for the CFA for repeat purchase intention with the property were
not reported because the model was also saturated and therefore, exhibited perfect fit by
definition. All parameter estimates were above 0.77 and statistically significant at p < 0.001; see
Figure 7.

Figure 7: RPI Property Confirmatory Factor Model
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Confirmatory Factor Model: All
The measurement models that have been tested thus far demonstrated acceptable
goodness-of-fit indices for functional competence, emotional competence, and relationship
quality. Yet, in order to establish discriminant and convergent validity, a larger confirmatory
factor analysis was conducted, and model fit was assessed for all of the constructs together. The
model met the requirements for identification (Kline, 2011), and converged successfully.
An evaluation of overall model fit ensued, and the results yielded acceptable model fit;
see Table 24. All parameter estimates were above 0.70 and statistically significant at p < 0.001;
see Figure 8.
Table 24: All Overall Model Fit
Fit Index
Model Value
2
1720.360, p < 0.001

Threshold Valuea
p > 0.05

RMSEA

0.054
(0.050 ≤ CI90 ≤ 0.059)

0.055 – 0.08, p < 0.05

CFI

0.941

0.90 – 0.95; p < 0.05

SRMR

0.051

< 0.08; p < 0.05

TLI/NNFI

0.933

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010
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Figure 8: All Confirmatory Factor Model
Construct Validity
Since the confirmatory models thus far have returned acceptable goodness-of-fit
statistics, it was necessary to assess construct validity to ensure that the proposed measurement
theory was accurate. In accordance with Hair, et al (2010), construct reliability, convergent
validity, and discriminant validity was assessed for each of the constructs included in the
antecedent confirmatory model (Figure 8).
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To establish convergent validity (the degree to which each set items reflects their
respective construct), the average variance extracted (AVE) statistic was evaluated. An AVE of
0.50 or higher indicates adequate convergence. Construct reliabilities (CR) was also evaluated
for each construct to ensure convergent validity. Reliability estimates should be above 0.60 in
order to demonstrate sufficient internal consistency of the scale. (Hair et al., 2010). Since there is
minimal support for assessing convergent validity for second order factors, the literature
supported assessing the first order factors for those constructs, rather than the measured items
(Hair et al., 2010; Gaskin, 2012). An evaluation of the aforementioned statistics supports
convergent validity and construct reliability for the antecedent confirmatory model; see Table 25.
Table 25: Convergent Validity and Construct Reliability Estimates
Construct
Item
Standardized
Loading
EC
WB
0.93**
EM
0.96**
SC
0.93**
SOC
1.00**

CR

AVE

0.98

0.90

FC

Item2
Item3
Item4
Item5
Item6
Item7
Item8
Item9
Item10
Item11
Item12
Item13
Item14
Item15

0.74**
0.88**
0.91**
0.84**
0.88**
0.83**
0.88**
0.84**
0.88**
0.83**
0.81**
0.90**
0.76**
0.79**

0.97

0.71

RQ

T
C
L

0.84**
0.71**
0.91**

0.86

0.68
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Construct

Item

RPI_Prop

RPI_Prop1
RPI_Prop2
RPI_Prop3

Standardized
Loading
0.95**
0.98**
0.77**

RPI_CSM

RPI_CSM1
RPI_CSM2
RPI_CSM3

0.92**
0.91**
0.93**

CR

AVE

0.93

0.82

0.94

0.84

**p < 0.001

Discriminant validity (the degree to which each construct is different from the other
constructs in the model) can be assessed in a variety of ways. Researchers have historically used
the Fornell and Larcker (1981) approach to establish discriminant validity. With this approach, if
the interconstruct squared correlations are less than the AVE estimates for each factor,
discriminant validity is supported (Hair et al., 2010). However, the current study did not use this
approach because it has come under scrutiny in recent times for not reliably detecting
discriminant validity (Henseler, Ringle & Sarstedt, 2014). When conducting SEM, an alternative
approach to establishing discriminant validity is recommended. Alternative model(s) should be
specified by either, constraining the correlations between latent constructs to 1.0 (Anderson &
Gerbing, 1988; Hair et al., 2010; Lee & Ok, 2012), or removing the correlations between the
constructs altogether (Ziaț & Bertea, 2011), and comparing the chi-square and CFI statistics of
the models to ensure that the difference in values are statistically significant. If the model has
more than two (2) constructs, the differences should be compared between each set of constructs
independently (Anderson & Gerbing, 1988; Hair et al., 2010; Ziaț & Bertea, 2011). If the
unconstrained models have lower chi-square values that are statistically significant, discriminant
validity is supported.
In order to assess model comparisons via the chi-square difference test, the chi-square
values and the degrees of freedom of the two models are subtracted, respectively. The chi-square
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critical value is determined based on the difference in the degrees of freedom, and if the
difference between the unconstrained and constrained models is statistically significant at p <
0.05, and the unconstrained model has lower chi-square values, discriminant validity would
supported. Moreover, the model with the smaller chi-square would be considered the better
fitting model. Since the chi-square statistic is sensitive to sample size (Hoyle, 2012), a CFI
difference test should follow to ensure a more robust comparison of the models. If the difference
between the CFI statistics of each model should be 0.01 or above, and the model with the better
CFI fit statistic would be considered the better fitting model (Jordan, 2014).
In the current study, discriminant validity was supported between all constructs. As
indicated in Table 26, the fit statistics for the unconstrained models support the original model,
as it is specified in Figure 8. The chi-square values were statistically significant and lower, and
the CFI fit statistics were better for the unconstrained models (as specified in the original model),
as indicated in Table 26.
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Table 26: Discriminant Validity Statistics
2
Pair
RQ
EC
Constrained
712.694,
p < 0.001
Unconstrained
RQ

FC
Constrained
Unconstrained

EC

FC
Constrained
Unconstrained

RPI_CSM
RPI_Prop
Constrained
Unconstrained
RPI_CSM
FC
Constrained
Unconstrained
RPI_CSM
EC
Constrained
Unconstrained

Difference
=226.343**

CFI

Difference
=0.03

0.930

486.351,
p < 0.001

0.963
=16.686**

=0.01

760.518,
p < 0.001

0.947

743.832,
p < 0.001

0.958
=191.538**

=0.02

751.968,
p < 0.001

0.936

560.430,
p < 0.001

0.960
=20.308**

=0.01

50.918,
p < 0.001

0.974

30.602,
p < 0.001

0.986
=28.235**

=0.01

317.408,
p < 0.001

0.965

289.173,
p < 0.001

0.970
=187.911**

=0.05

358.471,
p < 0.001

0.920

170.560,
p < 0.001

0.970
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Pair

Difference

2

RPI_CSM
RQ
Constrained
Unconstrained
RPI_Prop
FC
Constrained
Unconstrained
RPI_Prop
EC
Constrained
Unconstrained
RPI_Prop
RQ
Constrained
Unconstrained

CFI

=6.461**

Difference
=0.01

306.907,
p < 0.001

0.956

300.446,
p < 0.001

0.961
=63.561**

=0.01

328.561,
p < 0.001

0.963

265.000,
p < 0.001

0.974
=83.555**

=0.02

239.801,
p < 0.001

0.951

156.246,
p < 0.001

0.974
=4.497**

=0.01

257.398,
p < 0.001

0.963

252.901,
p < 0.001

0.969

**Statistically significant critical value; Df=1 (3.841), p < 0.05

Structural Equation Model
In the final steps of data analysis, the hypothesized framework was tested via structural
equation modeling (SEM). This technique allows the researcher to simultaneously test a set of
interrelated hypotheses between the measurement models, as previously specified in CFA
analyses, in a single model (Hair et al., 2010; Hoyle, 2012). In this section, Hypotheses 1, 2, 4,
and 5 were tested; and the results will be presented in the following sequence: overall model fit
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and individual fit (hypothesis testing). The model met the requirements for identification as each
second order construct was composed of at least three first order factors, and the number of
indicators for the first order factors ranged from 2 – 6 (Kline, 2011).
The structural model was composed of the measurement models that were developed in
previous analyses: functional competence (FC), emotional competence (EC) and relationship
quality (RQ) as a second order factors, repeat purchase intention with the property (RPI Prop),
and repeat purchase intention with the hotel CSM (RPI_CSM). Thus, five (5) latent constructs,
and 44 observed variables were used in the model. The structural model was assessed via the
same fit indices as the previous CFA analyses, according to the same threshold values. The
initial run of the model converged successfully, and resulted in acceptable fit; see Table 27 and
Figure 9 respectively.
Table 27: Structural Model Fit
Fit Index
Model Value
2
1723.632, p < 0.001

Threshold Valuea
p > 0.05

RMSEA

0.054
(0.050 ≤ CI90 ≤ 0.058)

0.055 – 0.08, p < 0.05

CFI

0.941

0.90 – 0.95; p < 0.05

SRMR

0.051

< 0.08; p < 0.05

TLI/NNFI

0.934

0.95; p < 0.05

aMacCallum,

Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010
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Figure 9: Structural Model
To assess individual model fit, an evaluation of the parameter estimates indicated that
hypotheses 1, 2, 4, and 5 were supported, as all coefficients were statistically significant at p <
0.001. Table 28 reflects the standardized regression weights for the four (4) hypotheses tested in
this study.
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Table 28: Structural Model Hypothesis Testing
Path
Coefficienta
0.356
FC RQ
0.583
EC RQ
0.660
RQ RPI Property
0.934
RQ RPI Hotel CSM
aStandardized

Sig.
p < 0.001
p < 0.001
p < 0.001
p < 0.001

Hypothesis
H1
H2
H4
H5

Supported
Yes
Yes
Yes
Yes

Regression Weight

Hypothesis 1 stated that a hotel CSM’s functional competence would be positively
related to how the meeting planner perceives relationship quality. The positive path coefficient
(0.356) was statistically significant at p < 0.001. While previous literature had supported that
competent employees impact the buyer’s perceptions of relationship (Dwyer et al., 1987;
Moorman et al., 1993; Hunt et al., 2002; and Luk & Laton, 2004), the literature lacked evidence
to support the same in the current context, as the functional competencies of hotel CSMs had not
been firmly established in the literature. Thus, the contribution of the current study is significant,
as the results indicated that the hotel CSM’s functional competence is indeed a factor that
meeting planner’s take into consideration when evaluating their perceptions of relationship
quality with that individual, as 35.6% of the variance score of RQ is explained by FC.
Hypothesis 2 stated that a hotel CSM’s emotional competence would be positively related
to how the meting planner perceives relationship quality. The positive path coefficient (0.583)
was statistically significant at p < 0.001. Previous literature was limited in a BTB context to
support the relationship between EC and RQ on the basis of trust, commitment and likability.
Thus, the contribution of the current study is significant, as the results indicated the hotel CSM’s
emotional competence is also a factor that meeting planner’s take into consideration when
evaluating the perceptions of relationship quality with that individual, as 58.3% of the variance
score of is explained by EC.
120

Hypothesis 4 stated that the meeting planner’s perceptions of relationship quality with the
hotel CSM would be positively related to their intention to repurchase/rebook at the same
property where the hotel CSM was employed at the time of the exchange, regardless if the hotel
CSM was still employed at that property. According to the statistical output, support for this
hypothesis was achieved, as the positive path coefficient (0.660) was statistically significant at p
< 0.001. These results are consistent with previous literature in the BTB that relationship quality
impacts behavioral loyalty (Morgan & Hunt, 1994; Guenzi & Pelloni, 2004), as 66.0% of the
RPI Property variance score is explained by RQ.
Hypothesis 5 stated that meeting planner’s perceptions of relationship quality with the
hotel CSM would be positively related to their intention to follow the hotel CSM to another
property. According to the statistical output, support for this hypothesis was achieved, as the path
coefficient (0.934) was positively significant at p < 0.001. Previous literature had not thoroughly
investigated the impact of perceived relationship quality on loyalty to person in a BTB context.
This study supports that there is a positive relationship between perceived relationship quality
and loyalty to person, as 93.4% of the RPI Hotel CSM variance score is explained by RQ.

Post-Hoc Alternative Structural Model
Although all of the hypotheses were supported for the present study, a post-hoc analysis
was run in order to test all plausible paths using SEM. The alternative model added four (4) paths
to the original model, and met the requirements for identification (Klein, 2011). The initial run of
the model converged successfully, and resulted in acceptable fit; see Table 29.
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Table 29: Post-Hoc Structural Model Fit
Fit Index
Model Value
2
1720.757, p < 0.001

Threshold Valuea
p > 0.05

RMSEA

0.054
(0.050 ≤ CI90 ≤ 0.058)

0.055 – 0.08, p < 0.05

CFI

0.941

0.90 – 0.95; p < 0.05

SRMR

0.051

< 0.08; p < 0.05

TLI/NNFI

0.934

0.95; p < 0.05

a

MacCallum, Widaman, Zhang, & Hong, 1996; Hu & Bentler, 1999; Hair et al., 2010

In comparing the overall model fit of the alternative post-hoc model to the original model
tested in this study, model fit was determined to be equivalent between the two models. A review
of parameter estimates was conducted, however, none of the new parameter estimates were
statistically significant at p < 0.05. The dashed lines reflect the new paths that were drawn
between constructs in the model (FC

RPI Prop; FC

RPI CSM; EC

RPI Prop; EC

RPI

CSM). All of the original path estimates remained statistically significant at p < 0.001, with
stronger coefficients between RQ

RPI Property (0.54), and RQ

RPI Hotel CSM (1.0) in the

alternative model; see Figure 10.
These findings confirm that the original model was appropriate for the sample population
the current study, yet they also suggest some implications for future research, which will be
addressed in Chapter 5.
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Figure 10: Post-Hoc Structural Model
Summary
This chapter presented the results for both the qualitative and quantitative analyses as
follows: qualitative analysis (i.e. data coding), data screening, descriptive statistic results,
exploratory factor analysis (EFA), confirmatory factor analyses (CFA), and structural equation
modeling (SEM). Statistically significant relationships were found between FC, EC, and RQ,
respectively; and between RQ and RPI Property and RPI Hotel CSM, respectively.
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CHAPTER 5: DISCUSSION AND CONCLUSION
The purpose of this study was to investigate how hotel CSM competency performance
(functional and emotional) influences a meeting planner’s perception of relationship quality with
the CSM, and ultimately their intention to repurchase/rebook at the property where the hotel
CSM was employed at the last time of service based on those perceptions. This study also
considered loyalty to person, over loyalty to firm, as part of the analysis to determine if the
aforementioned antecedents contribute more incrementally to a meeting planner’s switching
behavior. The subsequent chapter presents a discussion of the findings, a summary of the study
methodology and results, the theoretical and managerial implications, and limitations of the
study. This chapter closes with suggestions for future research.

Summary of Study Methods
A mixed mode methodology was selected in order to meet this study’s objectives. An
inductive to deductive reasoning approach was adopted to implement qualitative and quantitative
components.
One of the primary objectives of this study was to identify the functional competencies of
hotel CSMs, since there was a gap in the literature in this regard. For purposes of this study,
functional competencies were defined as the KSAs needed for a hotel CSM work responsibilities
as prescribed by their job description. Since those types of responsibilities are typically defined
by the human resources policies of the organization, interviews were conducted with five (5)
hotel executives who are ultimately responsible for the performance of hotel CSMs. The
interviews were followed by two (2) focus groups with meeting planners who can attest to,
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verify, and add to, the functional competencies of hotel CSMs that were identified by hotel
executives. The interviews and focus group results were transcribed verbatim, and
trustworthiness, authenticity, and credibility of the data were ensured through triangulation, peer
review, member checking, rich/thick descriptions, and an external audit (Creswell, 2013).
Moreover, two individuals coded the transcripts in order to ensure intercoder reliability among
the themes (i.e. the functional competencies) that emerged from the data.
The remaining research objectives were met through the quantitative component of this
study. An electronic questionnaire was developed in Qualtrics, which, after pilot testing, was
distributed to 8,293 members of MPI who identify as “planner” members, in the United States. In
order to achieve a higher response rate, other media outlets were utilized to publicize the survey
to meeting planners, and data collection occurred in person at a full day educational session in
Central Florida. Data collection took place from March – May 2016, and a total of 324 usable
responses were collected.
After collection, the data was entered into SPSS v.22.0 and screened for missing data,
outliers, and normality (Hair et al., 2010). The sample profile was identified using descriptive
statistics, and quantitative analysis was ensued in six phases in order to test the hypotheses. In
the first phase, an exploratory factor analysis was conducted to determine the underlying latent
structure of functional competence. In the second phase, the scale reliability for the measurement
items were assessed via a robust item reliability analysis using the Cronbach’s alpha coefficient,
and a priori testing ensued. In the third phase, individual confirmatory factor analyses were run
to confirm the underlying latent structure of the following constructs: functional competence
(first order factor), emotional competence (second order factor), relationship quality (second
order factor), repeat purchase intention with the property (first order factor), and repeat purchase
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intention with the hotel CSM (first order factor). In the fourth phase, construct reliability,
convergent and discriminant validity was established for all antecedent constructs to the repeat
purchase intention outcomes. In the fifth phase, structural equation model was used to test the
proposed theoretical model. In the sixth phase, an alternative post-hoc structural model was
tested to test for new relationships not hypothesized in the study.

Discussion of Results
To meet this study’s first objective, the following functional competencies of hotel CSMs
were identified via qualitative analysis:
Professionalism
Transparent (honest and direct)
Efficient (multi-tasks customer and operational demands)
Adept (executes program well)
Authoritative (demonstrates leadership and supervisory skills)
Proactive (anticipates needs and recovery)
Inventive (matches my expectations with the property’s capabilities)
Service oriented (demonstrates good interpersonal skills)
Persistent (follows through)
Perceptive (comprehends my needs and communicates to appropriate departments)
Advocate with hotel and vendors
Knowledge about departments in the hotel
Attentive to detail

126

Knowledgeable about billing
Liaison with hotel and vendors
The exploratory factor analysis revealed support for single factor model for functional
competence, made up of the aforementioned items. Prior to running confirmatory factor analysis,
a robust reliability analysis was conducted in order to assess the statistical and theoretical
appropriateness for the items used to measure each construct in the theoretical model. A review
of the Cronbach’s alpha coefficients revealed that all values fell above the cutoff value for
inclusion (0.70) (Nunally, 1978; Pallant, 2010), however, several items were modified and/or
removed for statistical or theoretical purposes. Those that were removed for statistical purposes
were removed in order to increase the Cronbach’s alpha coefficient of the scale. In contrast,
those that were modified for theoretical purposes in a priori testing were modified due to
ambiguous item wording, or lack of application in the current context. Pilot test feedback with
regard to the wording and/or appropriateness of the items was heavily considered and ultimately
served as guidance for making a priori item modifications in accordance with Kenny (2011) and
Hoyle (2012). The measurement models were specified based on the aforementioned
modifications, and the respective confirmatory factor analyses ensued.
While it is not typically necessary to run an individual confirmatory factor model for each
latent construct tested in the final structural model, there was a hypothesis tied to the second
order structure of relationship quality (H3), and the first order structure of functional competence
needed to be confirmed since a scale had not previously been established. As such, independent
confirmatory factor analyses were run for the respective first and second order constructs that
would make up the structural model, followed by a confirmatory factor analysis for all
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antecedent constructs to the repeat purchase intention outcomes together, for validity purposes.
All confirmatory factor models yielded acceptable overall and individual model fit.
Functional competence (14 items) was confirmed as part of functional competence as a
first order construct. The model contained high item loadings that were statistically significant
suggest, which ensured that the items included in the model were appropriate for assessing the
functional competence of hotel CSMs in a BTB context.
Emotional competence was confirmed as a second order construct made up of the
following dimensions: well-being (2 items), emotionality (3 items), self control (3 items), and
sociability (2 items). Since the second order factor structure was confirmed, it supports testing
emotional competence as a multi-dimensional construct in a BTB exchange in the current
context. However, it should be noted that since several items were removed via reliability and a
priori procedures, the use of the multi-rater TEIQue-360° 15 item short-form (Petrides, 2009),
may not be the best instrument to utilize for assessing emotional competence in current context.
The wording of many items in the scale implies that the participant would have a close and/or
personal relationship with their BTB exchange partner, which was likely hindrance for some of
the participants in the current study. This is evidenced by the amount of missing data in the
emotional competence section, relative to the other sections of the questionnaire.
The second order factor structure for relationship quality was supported (H3), and was
composed of the following first order factors: trust (5 items), commitment (6 items), and
likability (3 items). Since trust and commitment had previously been established as dimensions
of relationship quality in a BTB exchange (Morgan & Hunt, 1994), this study filled a gap in the
literature by establishing likability as a new dimension of relationship quality a BTB exchange,
and assessed relationship quality on an individual-individual level, rather than individual128

organization or organization-organizational level as previous research had done (Beatson et al.,
2008; Heffernan et al., 2008; Vidal, 2012). The results further confirm that, in addition to trust
in, and commitment to, the hotel CSM, the meeting planner’s liking toward a hotel CSM is also
an important factor to consider when assessing perceived relationship quality in the current
context.
Finally, the findings supported the inclusion of two outcomes. This study was among the
first to consider behavioral loyalty to an individual in the BTB exchange. Repeat purchase
intention with the property (3 items) was confirmed as a first order construct, as was repeat
purchase intention with the hotel CSM (3 items).

Theoretical Model
The theoretical model was tested via structural equation modeling. The overall model fit
and individual fit were deemed acceptable, and the hypotheses predicting the relationships
between constructs were supported (H1, H2, H4, and H5).
Since functional competencies for hotel CSMs were not established in the literature prior
to this study, previous literature had only hinted at the prospect of a positive relationship between
the service provider’s functional competency performance and their client’s perceptions of
relationship quality (Luk & Laton, 2004; Briggs & Grisaffe, 2010). The literature was also
limited as to whether or not the relationship between constructs would be supported in a BTB
context. The current study established support for a positive relationship between the meeting
planner’s perceptions of a hotel CSM’s functional competence and the planner’s perceptions of
relationship quality (H1). Moreover, 35.6% of the planner’s perceptions of relationship quality
was explained by their perceptions of a hotel CSM’s functional competence, which supports the
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premise that functional competence is indeed a factor that meeting planner’s consider when
evaluating their perceptions of relationship quality in the BTB exchange.
This study filled a gap in the literature by testing emotional competence as a multidimensional construct in a BTB exchange as an antecedent to perceived relationship quality
(H2). A positive relationship was found between the meeting planner’s perceptions of a hotel
CSM’s emotional competence and the planner’s perceptions of relationship quality. Moreover,
58.3% of the planner’s perceptions of relationship quality was explained by their perceptions of a
hotel CSM’s emotional competence. This finding also confirmed that the planner’s perceptions
of the hotel CSM’s emotional competence carry more weight than their perceptions of the hotel
CSM’s functional competence in their evaluations of relationship quality. Moreover, the results
are consistent with previous literature that, employing individuals with higher levels of
emotional competence can reduce uncertainty (Barzdil & Slaski, 2003), which can lead to an
induction of increased liking, trust, and commitment toward the hotel CSM.
The meeting planner’s perceptions of relationship quality, was supported as a positive
antecedent to repeat purchase intention with the property (H4). This finding is consistent with
previous literature that supported relationship quality as a positive antecedent to behavioral
loyalty in BTB and BTC exchanges (Goodwin & Gremler, 1996; Gremler & Gwinner, 2000;
Butcher et al., 2001; Hennig-Thurau et al., 2002; Guenzi & Pelloni, 2004; Barduskaite, 2014). In
fact, 66.0% of the planner’s intention to repurchase with the property was explained by their
perceptions of relationship quality with the hotel CSM, on the basis of trust, commitment, and
likability. This study stood apart from previous research however, in that relationship quality was
assessed on an individual-individual level (planner-hotel CSM). The fact that planners give
considerable weight to their perceptions of relationship quality with the hotel CSM, in making
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their decision to repurchase with the property, confirms that the hotel CSM plays an important
role in their rebooking decision.
Likewise, the meeting planner’s perceptions of relationship quality was supported as a
positive antecedent to repeat purchase intention with the hotel CSM (H5). The literature was
limited in a BTB context as to whether or not behavioral loyalty to an individual would play a
significant role in a client’s decision to repurchase, however, the finding is consistent with the
previous literature to hinted at the presence of a positive relationship (Guenzi & Pelloni, 2004).
In fact, the relationship was stronger between perceived relationship quality and repeat purchase
intention with the hotel CSM, than it was between perceived relationship quality and repeat
purchase intention with the property. Ultimately, 93.4% of the planner’s intention to repurchase
with the hotel CSM was explained by their perceptions of relationship quality with the hotel
CSM, on the basis of trust, commitment, and likability. The difference between relationship
quality and both outcomes ( = 27.4%) with repeat purchase intention to the hotel CSM
containing a larger weight, suggests that behavioral loyalty to person supersedes behavioral
loyalty to firm, in the current context.
Since previous literature had suggested that the interpersonal aspect of service mediates
the positive correlation between an employee’s emotional competence and loyalty in the
relational exchange (Delcourt et al., 2012), the current study sought to evaluate the overall
importance of relationship quality in the model by assessing which of the antecedents had a
stronger relationship with the repeat purchase intention outcomes, respectively. As such, a posthoc alternative structural model was identified with four (4) additional parameters between
functional competence and emotional competence, and the repeat purchase intention outcomes,
respectively (2 each). The results yielded a slight decrease in overall model fit, and non131

statistically significant parameter estimates between emotional competence and functional
competence, and the repeat purchase intention outcomes, respectively. This finding confirms that
the original model was appropriate for the current study, and suggests that a quality relationship
that is based on trust, commitment and likability, is likely a necessary condition for rebooking
potential for planners.

Implications

Theoretical Implications
One major contribution of this study was that it added to the body of knowledge in the
MICE industry literature by firmly establishing a set of functional competencies for hotel CSMs
in the literature. Those competencies were confirmed to have a positive relationship with
relationship quality in the BTB exchange in the current context. While the functional
competencies in the current study are specific to hotel CSMs, it would be possible to apply some
of the competencies to other types of vendors who service meeting planners (i.e. other venue
event/convention service managers, destination management company service providers and
other independent contractors). From a methodological standpoint, it is likely that only the item
description, and not the competency label, would need to be modified to fit the context under
which the relationship between the vendor and the meeting planner is being studied. Should this
scale be adopted in the future, it is recommended that the respective vendor competencies be
confirmed via qualitative research (i.e. interviews, focus groups, etc.) for their appropriateness to
the context.
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Prior to this study, it was unknown as to how strongly emotional and/or functional
competence would correlate with relationship quality, on the basis of trust, commitment and
likability, if at all. This study established that not only functional competence carries weight in
how the planner views the quality of their relationship with the hotel CSM, but emotional
competence does as well. In fact, the meeting planner’s perceptions of a hotel CSM’s emotional
competence carry more weight in their perceptions of relationship quality than functional
competence does. This was also the first study to test emotional competence in a MICE industry
BTB exchange, and filled a gap in the service literature by establishing emotional competence as
an antecedent to relationship quality in a BTB context. Moreover, it was established when
evaluating the quality of the relationship on an individual-individual level in the BTB exchange,
rather than the traditional organization-organization level. While emotional competence was
confirmed as a multidimensional construct, the item modifications based on an a priori
assessment and theoretical application of the selected scale (Petrides, 2009), to the current
context, should not go unnoticed. It is also possible that the meaning of some of the items that
were removed a priori overlapped for planners, with other constructs in the model such as
likability. Regardless, careful consideration should be exercised when choosing from the wide
range of multi-rater instruments that exist to test emotional competence. From a methodological
standpoint, matching the appropriate instrument to the context also help to work toward
resolving theory-measurement paradox surrounding emotional competence.
Wider generalizability considerations can be given to the establishment of relationship
quality as a higher order construct composed of trust, commitment, and likability in the BTB
exchange. The adoption of likability from the industrial-organizational psychology literature,
specifically leader-member exchange, proved to be supported, thereby adding to the overarching
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body of knowledge for studying relationship quality in a BTB context. In addition, the
dimensionality of the construct was under-researched with regard to how individuals perceive
each other in BTB exchanges, when they are acting as agents of their respective organizations.
The current study fulfilled a call for more research in a services context in this regard, because of
the potential negative financial implications that could result from service failure (Lefaix-Durand
& Kozak, 2009; Briggs & Grisaffe, 2010; Barduskaite, 2014). The practical implications of such
fallout will be discussed in subsequent sections of this chapter. From a theoretical standpoint, the
current study added to the body of knowledge surrounding by adding clarification to the
construct of relationship quality in a BTB exchange, when evaluating the exchange between two
individuals who are acting as agents of their respective organizations. Moreover, the current
study established relationship quality as an antecedent to repeat purchase intention, not only to
the organization (i.e. the property), but also to the individual (i.e. the hotel CSM).
To this point, the current state of the MICE industry literature had lacked a theoretical
foundation to explain how a meeting planner’s perceptions of their relationship with the hotel
CSM influenced their rebooking potential. Not only did the results of the current study provide
deeper insights into what drives the meeting planner to repurchase with the property by
establishing that perceptions of emotional and functional competence positively contribute to
how much the planner trusts, likes, and is committed to the hotel CSM; but it also investigated
repeat purchase intention on two outcomes (i.e. to property and to individual), allowing for a
deeper understanding of which outcome is most strongly predicted by the quality of said
relationship. In the current study, the perceptions of relationship quality had a stronger
relationship with behavioral loyalty to the hotel CSM, than to the property. This finding supports
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the premise that the hotel CSM does in fact act as a director of repeat business for the property
when the meeting planner trusts in, is committed to, and likes the hotel CSM.
Finally, the results from the post-hoc test revealed a notable theoretical implication. The
results showed that neither emotional nor functional competence was sufficient to induce repeat
purchase intentions to property, or to the hotel CSM, on their own. In the current context, this
finding suggests that a meeting planner’s perceptions of relationship quality carry significantly
more weight in the prediction of repeat purchase intentions than their perceptions of a hotel
CSM’s emotional and/or functional competence. This implies that the hotel CSM must work to
maintain the relationship by earning the meeting planner’s trust, commitment, and liking, in
order to induce repurchase intentions.

Practical Implications
With an increase of face-to-face meetings in the later part of the past decade, convention
hotels will likely have to become more strategic in how they service group business (Pofeldt,
2014c; Pofeldt, 2015a), if they hope to retain a meeting planner as a repeat client. Based on the
results of the current study, it is recommended that hotel executives refocus strategies to center
around the training and development of hotel CSMs, and retaining those hotel CSMs as human
capital in the organization, so that the financial drawbacks that the property would experience
from losing meeting planner business could be minimized.
With that, the fact that a meeting planner’s perception their relationship with hotel CSM
is a significant indicator of their repurchase intentions, lends notable implications for the hotel
executives who manage convention hotels. In the current study, the meeting planner’s repurchase
intentions were evaluated not only with the property, but also with the hotel CSM. This was done
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in order to derive practical implications for hotel executives in terms of where they should be
investing their human capital efforts in order to yield the maximum capital gains from the
changing landscape of the MICE industry marketplace. That change in the MICE industry
landscape has resulted in an increase in face-to-face meetings, where planners have not only
begun to extend their lead times, but have also been looking for convention hotels that can help
them to stretch their budgets, and provide them with unique and/or creative solutions in order to
be able to do so (Lutz, 2011; Pofeldt, 2014c; Pofeldt, 2014d; Pofeldt, 2015b).
In order to address those industry changes, the current study uncovered that hotel CSM’s
functional competency, in areas like: inventiveness (matching my needs with the capabilities of
the property), knowledge about departments in the hotel, and advocate and liaison with hotel and
vendors; were important to meeting planners. This finding aligns with the presumption that, if
the hotel CSM were involved with helping the clients to stretch their budget, while also helping
their clients to create unique solutions to meet their needs by matching those needs with the
property’s capabilities, meeting planners are likely have a better service experience. While
service experience not directly tested in the current study, the competencies that were identified
align with certain aspects of service that meeting planners found to be important. Thus, it is
plausible to consider that a better service experience can be facilitated by an emotionally and
functionally competent hotel CSM.
A hotel CSM’s level of competency performance (emotional and functional) was shown
to have a direct positive relationship with how the meeting planner perceives the quality of the
relationship. Likewise, the perceived quality of the relationship is a direct reflection of how well
the planner likes the hotel CSM, how much they trust them, and ultimately how committed they
are to them. When considered together, those three factors have ultimately been shown to drive
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the meeting planner’s repeat purchase behavior. Fortunately, the results of the current study
yielded a set of functional competencies that meeting planners have validated as important to
them in the BTB exchange, which previously did not exist in the literature. From a managerial
perspective, this set of competencies, in addition to the emotional competencies that proved to be
significant drivers for relationship quality, will not only be useful for hotel executives in
evaluating hotel CSMs on functional competence during performance evaluations, but will also
assist human resources staff in developing training and development programs that are geared
toward enhancing said competencies for their CSMs.
The current study was the first to evaluate the BTB exchange in the MICE industry on an
individual-individual (planner-hotel CSM) level, and an individual-organization (plannerproperty) level. Since the results suggested that the meeting planner has a stronger intention to
repurchase with the hotel CSM over the firm, noteworthy financial implications were derived for
convention hotel executives. The results suggest that the benefits of retaining a high performing
hotel CSM, who has established quality relationships with their meeting planner clients, would
likely assist in driving significant financial gains for the property, since the current study
established that the planner’s perceptions of relationship quality with the hotel CSM serve as an
incentive to continue booking at that property. In kind, the drawbacks of losing a high
performing hotel CSM to another property could result in significant financial losses for the
property if the meeting planner were to follow them, since the current study established that the
planner’s perceptions of relationship quality with the hotel CSM serve as a stronger incentive to
continue booking with the hotel CSM, than the property. If nothing else, this finding indicates
that not all hotel CSMs are “replaceable”. Retaining the hotel CSMs that are not only performing
well, but also establishing quality relationships with their hotel CSMs, will likely assist the
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property in retaining greater profit margins in the future. Moreover, since behavioral loyalty to
the person was found to supersede behavioral loyalty to the firm in the current context, hotel
executives should consider their hotel CSM’s as directors of repeat business for their respective
properties, and center training and development around competency development and
relationship building tactics. From a strategic perspective, it is recommended that hotel
executives evaluate their current rebooking effort strategies, and place an emphasis on involving
hotel CSMs in rebooking efforts for the property, if they are not already involved. This is
especially important, as the majority meeting planners in the current study indicated that they
were introduced to the hotel CSM 1-3 months after contracting. Introductions should therefore
occur earlier in the booking process to facilitate relationship building. In addition, the financial
implications would likely be most favorable for all parties if hotel executives worked toward
retaining their current human capital (i.e. hotel CSMs) by investing in training and development
surrounding the competencies that were under investigation in this study.
Finally, the results from the post-hoc analysis suggest that the meeting planner’s
intentions to repurchase are not directly correlated with whether or not the hotel CSM can
perform well, functionally and emotionally. Rather, repurchase intentions are hinged upon
perceived relationship quality. Thus, it is recommended that hotel executives focus their training
and development efforts accordingly, on not only building competencies, but also on how to
build successful relationships with their clients.

Limitations and Future Research
One limitation of this study is related to the sample size, respective to the amount of relative
missing data within the response set. While 324 usable responses were collected, roughly 25% of
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the response set contained missing data. The FIML technique was used to handle the missing data
in the preserved data set however, the results may have varied if a complete response set had been
obtained. As previously addressed in Chapter 4, the missing data were most prevalent in the
emotional competence section, which again suggests that the 15-item TEIQue-360 SF (Petrides,
2009) may not have been appropriate in the current context. The current study utilized a 15-item
instrument in order to minimize participant fatigue, since the length of the questionnaire was 50+
items. Retrospectively, it is possible that dismissing the potential for participant fatigue, and
selecting a different scale that did not have issues with item wording for the current sample, may
have yielded a more complete response set; however, one cannot say definitively as to whether or
not this was the case. As lengthening the questionnaire may have caused participant dropout in
other sections of the questionnaire. The pilot test feedback would serve as justification for selecting
an alternative scale in the future. Pilot test participants in the current study did not indicate which
items, specifically, should be removed, but generally referred to the emotional competence items
as potentially being problematic to answer due to item wording and the close/personal nature of
the questions. Thus, it is recommended that qualitative efforts be used in order to assess the
appropriateness of the scale for future research in the current context, via focus groups and/or
interviews with meeting planners. Likewise, other emotion related constructs should be taken into
consideration in the future, such as: emotional labor, emotional contagion, genuine emotion, and/or
affective flexibility.
The generalizability of the identified functional competencies to other types of vendors
who service meeting planners in the MICE industry may be limited. However, the current study
posits that the functional competency labels are generic enough that they could be applied to not
only other types of CSMs (i.e. convention center CSMs) but also other types of meeting
139

professionals who service events in a venue (i.e. restaurants, country clubs, private event centers,
etc.). It is also possible that the functional competencies that were identified for hotel CSMs via
qualitative analysis may not be exhaustive. Thus, future research should focus on robust scale
development procedures in order to enhance the reliability and validity of the instrument, and
reconfirm the inclusion of all competencies identified in the current study.
With regard to emotional and functional competency evaluations of hotel CSMs, future
research should conduct a holistic investigation of competency performance by testing the
differences between hotel CSM self-reports, supervisor of hotel CSM reports, and client reports.
This would enable researchers to identify more specific training and development implications
for hotel executives, and could ultimately raise the bar on service quality to meeting planner
clients. Holistic competency assessments would also allow researchers to assess the length of
time that the hotel CSM has been employed at their current property. The hotel CSM position
can have moderate to high turnover (Astroff & Abbey, 2011), so the length of time that the hotel
CSM has been employed at their current property should also be considered in future research
efforts in order to control for tenure. It should be noted however, that the length of employment
does not necessarily indicate the hotel CSM’s level of expertise and/or tenure in the industry, but
could provide unique insights into why high performing hotel CSMs might switch properties
after a certain number of years.
Had the sample size been large enough, the analysis of the current study could have been
split to understand group differences using CFA and SEM analysis techniques. Future research
should also be conducted using the demographic characteristics of the sample to determine if the
theoretical model differs for different groups. For instance, an evaluation of differences in
perceptions of competency performance from meeting planners who had been introduced to hotel
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CSMs prior to contracting, versus after contracting, would likely generate useful results for hotel
executives in order to determine procedural changes with regard to the introduction timeframe
that would be the most favorable. In the current study, 84.2% of planners were introduced to
their hotel CSM after contracting, and 15.8% were introduced before contracting. While
introduction timeframes were not considered in the final analysis, future research on such
information recommended to lend more specific insights for hotel executives in terms of
forecasting strategies, especially since the post-hoc tests in the current study revealed that repeat
purchase intentions are not driven by emotional and/or functional competence alone. In kind, the
demographic data revealed that nearly 62% planners had only worked with the hotel CSM
evaluated, one time. This statistic is curious considering that loyalty to person superseded loyalty
to firm in the current study. Future research should explore plausible explanations. For instance,
it may be the case that the planner did not know to ask for the same hotel CSM upon returning,
or that the hotel CSM was no longer employed at the property at the time that the planner was
ready to return. Alternatively, it could be the case that, attendee preferences toward a different
destination or hotel did not allow the planner to return to the hotel CSM for a future convention
or meeting.
Since relationship quality played a significant role between competency performance and
repeat purchase intention, future research should explicitly test for relationship quality as a
mediating construct in the theoretical model. If perceived relationship quality is found to even
partially mediate competency performance and repeat purchase intentions, the managerial
implications would provide more concrete direction for hotel executives in terms of training and
development. Such results could suggest that the traditional long-standing training and
development efforts that are centered around on-the-job task performance should be revised to
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not only include an emotional competency component, but also be revised to train hotel CSMs
on how to get their clients to like them, trust them, and feel committed to them. It would also be
interesting to test how much each of the first order factors of relationship quality contribute
incrementally to outcome variables in the theoretical model. The results could not only change
the fit of the model, but could also perhaps shed additional insights into which aspects of
relationship quality are most important to meeting planners.
Finally, it is recommended that additional constructs be tested in the model in order to
continue to add to the body of knowledge in the convention industry when investigating the BTB
exchange. Borrowing constructs from the services marketing literature like, satisfaction, service
failure recovery, service blueprinting, and overall service quality could be added as either
antecedents, mediators, or moderators to the current study’s theoretical model in order to gain a
truly holistic viewpoint of the factors that might contribute to a meeting planner forming
repurchase intentions.

Summary
This chapter presented a discussion of the major findings, a summary of the study and the
methodology, a discussion of the results, theoretical and managerial implications, limitations of
the study, and closed with suggestions for future research. One of this study’s major
contributions to the body of knowledge was that it established a set of functional competencies
for hotel CSMs in the literature. This is significant not only for training and development
purposes within a convention hotel, but also because a framework of competencies on which to
evaluate other types of supplier partnerships with meeting planners was established. There were
also several major findings that resulted from the quantitative analysis, one of which was that
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perceptions of a hotel CSM’s emotional competence carries more weight on a planner’s
perceptions of relationship quality, than their perceptions of a hotel CSM’s functional
competence carry. Likewise, a planner’s perceptions of relationship quality with the hotel CSM
are more strongly related to the planner’s intention to repurchase with the hotel CSM, rather than
their intention to repurchase with the property. This research also confirmed the works of other
scholars and supported the relationship between perceptions of relationship quality and
behavioral loyalty in the current context. However, the positive relationship was established with
regard to perceptions of relationship quality with an individual, instead of the firm, which adds to
the body of knowledge in the respective stream of literature. Likability was established as one
dimension of perceived relationship quality with an individual, in the BTB exchange, and it was
concluded that hotel CSMs play an integral role in the meeting planner’s decision to repurchase.
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Hotel CSM Evaluation

EXPLANATION OF RESEARCH
Title of Project: Meeting planner loyalty to convention service managers: An investigation of
convention service manager emotional and functional competence in the business-tobusiness exchange.
Principal Investigator: Michelle Holm
Faculty Supervisor: Dr. Deborah Breiter
You are being invited to take part in a research study. Whether you take part is up to you.
The purpose of this study is to investigate how hotel CSM competency performance
(functional and emotional) influences a meeting planner’s perception of relationship
quality with the CSM, and ultimately their intention to repurchase/rebook at the
property where the hotel CSM was employed at the last time of service based on
those perceptions. This study will also consider loyalty to person, over loyalty to firm,
as part of the analysis to determine if the aforementioned antecedents contribute
more incrementally to a meeting planner’s switching behavior.
You will be asked to complete an online anonymous questionnaire via Qualtrics. As a
meeting planner, you have been invited to participate in this study because you have
valuable insight as to how suppliers in the industry can serve you better. In this study,
you will be asked to rate the most recent hotel CSM that you've worked with in the
U.S. Your ratings will allow us to derive implications for training and development for
hotel CSMs nationwide, with the long term objective being to raise the bar on service
quality. The questionnaire should take no longer than 15 minutes.
For this questionnaire, please rate the MOST RECENT hotel convention service
manager (CSM) that you worked with.
As a special thank you for participating, we are offering our services (free of charge)
to create and distribute one (1) survey/evaluation for your next meeting, along with a
report of our findings. Some common areas to evaluate include: attendee
satisfaction, motivation, future intentions, and etc., but we will customize the survey
to fit your needs. You will be given instructions on how to take advantage of this
opportunity when you reach the end of this questionnaire.
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You must be 18 years or older.
Study contact for questions about the study or to report a problem: If you have questions,
concerns, or complaints: Michelle Holm, PhD Student, Hospitality Management Program,
Rosen College of Hospitality Management, (630) 921-2568 or by email at
michelle.holm@ucf.edu; or Dr. Deborah Breiter, Faculty Supervisor, Rosen College of
Hospitality management by email at deborah.breiterterry@ucf.edu.
IRB contact about your rights in the study or to report a complaint: Research at the
University of Central Florida involving human participants is carried out under the oversight
of the Institutional Review Board (UCF IRB). This research has been reviewed and approved
by the IRB. For information about the rights of people who take part in research, please
contact: Institutional Review Board, University of Central Florida, Office of Research &
Commercialization, 12201 Research Parkway, Suite 501, Orlando, FL 32826-3246 or by
telephone at (407) 823-2901.

START HERE:
I consent to participate in this survey.
Yes
No
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Section I: Functional Competence
Please rate the extent to which you agree with the following statements as they relate to the hotel
CSM evaluated in this study (1=strongly disagree; 5=strongly agree).
The hotel CSM…
Is transparent (honest and direct)
1
Strongly Disagree

2

2

3

4

5

Strongly Agree

1

2

4

5

Strongly Agree

4

5

Strongly Agree

3

1

2

3

1

2

3

4

5

Strongly Agree

1

2

3

4

5

Strongly Agree

1

2

3

4

5

Strongly Agree

1

2

3

4

5

Strongly Agree

1

2

3

4

5

Strongly Agree

1

3

4

5

Strongly Agree

3

4

5

Strongly Agree

2

1

2

1

2

3

4

5

Strongly Agree

2

3

4

5

Strongly Agree

3

4

5

Strongly Agree

Is attentive to detail
Strongly Disagree

15

1

Is knowledgeable about all departments in the hotel
Strongly Disagree

14

Strongly Agree

Is my liaison with the hotel and vendors
Strongly Disagree

13

5

Is my advocate with the hotel and vendors
Strongly Disagree

12

4

Demonstrates professionalism
Strongly Disagree

11

3

Is perceptive (comprehends my needs and communicates to appropriate departments)
Strongly Disagree

10

2

Is persistent (follows through)
Strongly Disagree

9

1

Is service oriented (demonstrates good interpersonal skills)
Strongly Disagree

8

Strongly Agree

Is inventive (matches my expectations with the property’s capabilities)
Strongly Disagree

7

5

Is proactive (anticipates needs and recovery)
Strongly Disagree

6

4

Is authoritative (demonstrates leadership and supervisory skills)
Strongly Disagree

5

3

Is adept (executes program well)
Strongly Disagree

4

2

Is efficient (multi-tasks customer and operational demands)
Strongly Disagree

3

1

1

Is knowledgeable about billing
Strongly Disagree

1

2

Please proceed to the next page.

151

Section II: Emotional Competence
Please provide a rating in the form of a percentage score (from 0% to 100%) describing how
good the hotel CSM is on each of the items below. Higher percentages indicate greater ability.
The hotel CSM…
Percentage
1 Is able to express their feelings to others.
2 Can see things from another person’s point of view.
3 Is internally driven by a need to produce high-quality work and is unlikely
to give up easily.
4 Can control their emotions.
5 Is generally cheerful and feels good about themselves and their life in
general.
6 Has very good social skills.
7 Considers information carefully before making decisions and is unlikely to
give in to their urges.
8 Is good at reading other people’s feelings.
9 Has a positive view of themselves and their achievements.
10 Does not hesitate to stand up for their rights and has leadership qualities.
11 Is good at managing other people’s emotions (e.g., by consoling them or
calming them down).
12 Expects positive things to happen in their life and tends to look on the
bright side.
13 Has good and fulfilling personal relationships with the people close to
them.
14 Is able to cope with change and adapt to new things and environments.
15 Holds up under pressure and is capable of dealing with stress.
Please proceed to the next page.
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Section III: Relationship Quality
Please rate the extent to which you agree with the following statements as they relate to your
level of trust toward the hotel CSM evaluated in this study (1=strongly disagree; 7=strongly
agree).
In our relationship, the hotel CSM…
Cannot be trusted at times.
1
Strongly
Disagree

2

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

Is someone that I have great confidence in.
Strongly
Disagree

7

5

Is always faithful.
Strongly
Disagree

6

4

Can be counted on to do what is right.
Strongly
Disagree

5

3

Can be trusted completely.
Strongly
Disagree

4

2

Is perfectly honest and truthful.
Strongly
Disagree

3

1

1

2

3

4

5

6

7

Strongly
Agree

2

3

4

5

6

7

Strongly
Agree

Has high integrity.
Strongly
Disagree

1

Please proceed to the next page.
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Section III: Relationship Quality continued…
Please rate the extent to which you agree with the following statements as they relate to your
level of commitment toward the hotel CSM evaluated in this study (1=strongly disagree;
7=strongly agree).
The relationship that I have with the hotel CSM…
Is something that I am very committed to.
1
Strongly
Disagree

2

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

1

2

4

5

6

7

Strongly
Agree

3

1

2

3

4

5

6

7

Strongly
Agree

1

2

3

4

5

6

7

Strongly
Agree

3

4

5

6

7

Strongly
Agree

4

5

6

7

Strongly
Agree

Is something I really care about.
Strongly
Disagree

7

5

Is very much like a family.
Strongly
Disagree

6

4

Is something I intend to maintain indefinitely.
Strongly
Disagree

5

3

Is of very little significance to me.
Strongly
Disagree

4

2

Is very important to me.
Strongly
Disagree

3

1

1

2

Deserves my maximum effort to maintain.
Strongly
Disagree

1

2

3

Please rate the extent to which you agree with the following statements as they relate to your
level of liking toward the hotel CSM evaluated in this study (1=strongly disagree; 7=strongly
agree).
I like my hotel CSM very much as a person.
1
Strongly
Disagree

2

2

3

4

5

6

7

Strongly
Agree

My hotel CSM is the kind of person one would like to have as a friend.
Strongly
Disagree

3

1

1

2

3

4

5

6

7

Strongly
Agree

4

5

6

7

Strongly
Agree

My hotel CSM is a lot of fun to work with.
Strongly
Disagree

1

2

3

Please proceed to the next page.
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Section IV: Behavioral Loyalty
Please rate the extent to which you agree with the following statements as they relate to your
intentions toward the property at which you last interacted with the hotel CSM that you
evaluated in this study (1=strongly disagree; 5=strongly agree).
1 I say positive things about the property.
Strongly
Disagree

2

3

4

5

Strongly
Agree

1

2

3

4

5

Strongly
Agree

I consider this property as my first choice if I plan to host another meeting in the same
destination.
Strongly
Disagree

4

2

I recommend the property to other meeting planners who seek advice.
Strongly
Disagree

3

1

1

2

3

4

5

Strongly
Agree

I plan to do more business with this property in the next few years, regardless if the hotel
CSM is employed there.
Strongly
Disagree

1

2

3

4

5

Strongly
Agree

Please rate the extent to which you agree with the following statements as they relate to your
intentions toward the hotel CSM that you evaluated in this study (1=strongly disagree;
5=strongly agree).
1 I say positive things about the hotel CSM.
Strongly
Disagree

2

3

4

5

Strongly
Agree

1

2

3

4

5

Strongly
Agree

I ask that the same CSM be assigned to my group if I plan another meeting in the same
hotel.
Strongly
Disagree

4

2

I suggest to other meeting planners that they ask for the hotel CSM to be assigned to their
group.
Strongly
Disagree

3

1

1

2

3

4

5

Strongly
Agree

I plan to work with the hotel CSM in the next few years, regardless of where they are
employed.
Strongly
Disagree

1

2

3

Please proceed to the next page.
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4

5

Strongly
Agree

Section V: Demographics
1. How many times have you worked with the hotel CSM that you evaluated in this study?
Once
Twice
Three times
4+ times
2. At how many properties have you worked with the hotel CSM that you evaluated in this
study?
1
2
3
4+
3. At what point were you introduced to the CSM you evaluated in this study? (Please indicate
if it was before or after contracting - if after, how many months before the meeting you were
introduced)
________________________________________________________________________
4. If you were introduced to a new hotel CSM to work with for the remainder of your program
after contracting, did it change your perception of the property?
Yes
No
Not Applicable
5. What chapter of MPI do you belong to?
________________________________
6. What type of organization do you plan meetings for?
Association
Corporation
Third-Party/Independent
Other: __________________
7. Please indicate the size of the largest annual meeting you plan (indicate number of
attendees):
_________________________
What destination(s) do you utilize most frequently for this meeting?
______________________________________________________
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8. How many years of experience do you have working in the MICE industry?
Less than 3 years
4-7 years
8-11 years
12-15 years
16+ years
9. How many years of experience do you have working as a meeting planner?
Less than 3 years
4-7 years
8-11 years
12-15 years
16+ years
10. What is your gender?
Male
Female
I prefer not to answer
11. What is your ethnicity?
Non-Hispanic, White
African American or Black
Native Hawaiian or Other Pacific Islander
Hispanic or Latino
American Indian or Alaska Native
Asian or Asian American
Other: _________________________

Thank you for your participation!!
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Table 30: Code Structure & Intercoder Reliabilities
Code
Frequency of
Intercoder
code
agreement
Proficient
5
0%
Adaptive

11

Adaptive

15

Service Oriented

28

Service Oriented

30

Client
Advocate/Liaison
Client
Advocate/Liaison
Vendor Knowledge

56

Vendor Knowledge

10

Hotel Knowledge

45

Hotel Knowledge

40

Sales

2

Sales

5

AV

7

AV

7

Guest Room Mgmt

14

Guest Room Mgmt

15

Billing

17

Billing

20

Transportation

1

Transportation

2

F&B

11

F&B

7

Amenities

3

Amenities

2

Room Setup/Specs

14

Room Setup/Specs

15

Diligent

14

Diligent

10

Contract Knowledge

4

Contract Knowledge

6

Forecasting

12

Forecasting

12

System Navigation

12

System Navigation

11

Adept

16

Adept

15

Efficiency

26

63
7

Group Intercoder
Agreement
0%

Included/Not
Included
Not Included

87%

Included. Changed
“adaptive” to
“inventive”. “Service
oriented” separate.

87%

Included.
“Advocate” and
“liaison” for hotel and
vendors separated.

82%

Included all except
“billing” as “hotel
knowledge”, due to
high # of codes.

84%

Not included due to
low # of codes and
overlap with other
categories.

73%
93%

89%

70%
89%
40%
100%
93%
85%
50%
64%
67%
93%
71%
67%
100%
92%
94%

Included

79%

Included
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Code
Efficient

Frequency of
code
33

Professional

12

Professional

17

Accountable

6

Accountable

10

Proficient

4

Proficient

4

Authoritative

50

Authoritative

46

Proactive

60

Proactive

57

Physical Activity

3

Physical Activity

6

Communicative

21

Communicative

28

Persistent

23

Persistent

19

Transparent

20

Transparent

17

Analytical

31

Analytical

28

Organization

4

Organization

7

Attention to Detail

19

Attention to Detail

19

Function Sheets

10

Function Sheets

10

Client Knowledge

6

Client Knowledge

10

Intercoder
agreement

Group Intercoder
Agreement

Included/Not
Included

71%

Included

60%

Not included

100%

Not included

92%

Included

95%

Included

50%

Not included

75%

Not included

83%

Included

85%

Included

90%

Included.
“Analytical” changed
to “perceptive”

67%
100%
85%
100%
60%
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Included. “Attention
to detail” separated
due to high # of
codes. All others
included with
“perceptive”
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Table 31: MPI Chapter Demographics
Chapter

na

Valid Percent

Chicago Area Chapter

9

3.7

Heartland Chapter

1

0.4

Indiana Chapter

4

1.6

Kansas City Chapter

5

2.0

Kentucky Bluegrass Chapter

1

0.4

Michigan Chapter

4

1.6

Minnesota Chapter

5

2.0

Ohio Chapter

4

1.6

St. Louis Chapter

4

1.6

Wisconsin Chapter

6

2.4

Connecticut River Valley Chapter

1

0.4

Eastern Great Lakes Chapter

2

0.8

Greater New York City Chapter

1

0.4

Middle Pennsylvania Chapter

4

1.6

New England Chapter

6

2.4

New Jersey Chapter

3

1.2

Northeastern New York Chapter (Albany Area)

2

0.8

Philadelphia Area Chapter

4

1.6

Pittsburgh Chapter

1

0.4

Potomac Chapter

15

6.1

Virginia Chapter

7

2.8

Westfield Chapter

1

0.4

Oregon Chapter

6

2.4

Washington State Chapter

2

0.8

Carolinas Chapter

6

2.4

Georgia Chapter

15

6.1

Greater Orlando Chapter

11

4.5

North Florida Chapter

10

4.1

South Florida Chapter

5

2.0

Tampa Bay Area Chapter

3

1.2

Tennessee Chapter

5

2.0

Arizona Sunbelt Chapter

9

3.7

Dallas/Fort Worth Chapter

10

4.1

Houston Area Chapter

4

1.6

New Mexico Chapter

3

1.2

Northern California Chapter

9

3.7

Oklahoma Chapter

2

0.8
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a

Chapter

na

Valid Percent

Orange County Chapter

5

2.0

Rocky Mountain Chapter

8

3.3

Sacramento/Sierra Nevada Chapter

4

1.6

San Diego Chapter

5

2.0

Southern California Chapter

4

1.6

Texas Hill County Chapter

6

2.4

I prefer not to answer

2

0.8

I am not a member of MPI

22

8.9

Total

246

100

May not total 324 due to missing data
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Table 32: Retained Measurement Items & Descriptive Statistics
Dimension
Item
FC
Item2 Is transparent (honest and direct).
Item3 Is efficient (multi-tasks customer and operational
demands).
Item4 Is adept (executes program well).
Item5 Is authoritative (demonstrates leadership and supervisory
skills).
Item6 Is proactive (anticipates needs and recovery).
Item7 Is inventive (matches my expectations with the property’s
capabilities).
Item8 Is service oriented (demonstrates good interpersonal skills).
Item9 Is persistent (follows through).
Item10 Is perceptive (comprehends my needs and communicates to
appropriate departments).
Item11 Is my advocate with the hotel and vendors.
Item12 Is knowledgeable about all departments in the hotel.
Item13 Is attentive to detail.
Item14 Is knowledgeable about billing.
Item15 Is my liaison with the hotel and vendors.

Mean
4.09
4.11

SD
0.910

4.17
3.98

0.942

3.81
3.87

1.132

4.24
3.93
3.94

0.951
1.093

3.93
4.17
4.06
3.85
4.11

1.060
0.976
1.057
1.058

84.55

19.04

WB3

Expects positive things to happen in their life and tends to
look at the bright side.
Has a positive view of themselves and their achievements.

85.16

18.16

EC –
Emotionality

EM1
EM2
EM3

Is good at reading other people’s feelings.
Is able to express their feelings to others.
Can see things from another person’s point of view.

77.67
77.21
77.62

22.57
20.91
22.22

EC – SelfControl

SC2

Holds up under pressure and is capable of dealing with
stress.
Is able to cope with, change, and adapt to new things and
environments.
Can control their emotions.

85.62

19.56

82.42

20.48

86.78

16.75

Does not hesitate to stand up for their rights and has
leadership qualities.
Is good a managing other people’s emotions (i.e. by
consoling them or calming them down).

79.08

23.11

79.47

22.71

Is perfectly honest and truthful.
Can be trusted completely.
Can be counted on to do what is right.
Is always faithful.
Has high integrity.

5.46
5.38
5.74
5.39

1.46
1.520
1.404
1.433

5.61

1.569

EC – WellBeing

WB2

SC3
SC4
EC –
Sociability

SOC1
SOC2

RQ – Trust

RQ –
Commitment

RQ – Likability

RPI –Property

Trust2
Trust3
Trust4
Trust5
Trust7

1.027
1.012
1.080

1.053

0.972

Commitment1

Is something that we are very committed to.

5.82

1.369

Commitment2
Commitment4
Commitment5
Commitment6
Commitment7

Is very important to me.
Is something I intend to maintain indefinitely.
Is very much like family.
Is something I really care about.
Deserves my maximum effort to maintain.

5.77
6.09
4.84
4.10

1.357
1.201
1.668
1.840

5.32

1.551

4.94

1.732

5.92

1.270

Likability3

I like my hotel CSM very much as a person.
My hotel CSM is the kind of person one would like to have
as a friend.
My hotel CSM is a lot of fun to work with.

5.36

1.554

RPI_Prop1

I say positive things about the property.

5.50

1.515

Likability1
Likability2

165

Dimension

Item
RPI_Prop2
RPI_Prop3

RPI – Hotel
CSM

Mean

SD

I recommend the property to other meeting planners who
seek advice.

4.27

0.874

I consider this property as my first choice if I plan to host
another meeting in the same destination.

4.22

0.945

3.73

1.147

4.28

0.913

3.94

1.137

RPI_CSM1

I say positive things about the hotel CSM.

RPI_CSM2

I suggest to other meeting planners that they ask for the
hotel CSM to be assigned to their group.

RPI_CSM3

I ask that the same hotel CSM be assigned to my group if I
plan another meeting in the same hotel.
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